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7850TX — Sparkling 
gold or silver finish. 


8250TX — Two-tone 


combinations of gold 
and high-style colors. 


Double 


“French Provincial’ 


ring Cases fees ae 
... with 
double value! 


Dennison-designed with Display in mind 
Cases styled with care and beauty provide the 
sales setting your engagement and wedding rings 
deserve. Smooth plastic exteriors in bright gold 
and silver finish or soft pastel tones. Rich inte- 
riors lined with karess velvet and sleek satin. 


Dennison-designed with Remembrance in mind 

Giving away a box with each purchase is an in- 

expensive and lasting way of saying “‘thank you 

— come back again.’’ Dennison cases reflect the 

“Two Hearts as One” — = prestige and personality of your store. Each case 
Eee 5g ge tate Ay ag ent = comes in an individual white packer. 


plastic in coo! colors. . — 
;?e - 
: ae +7 
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Dennison makes fashionable, displayable cases 
for all your fine rings — and for many other items, 
too. Your wholesaler will be glad to show you the 
complete line. 
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7950TX — Brilliant gold 
or silver. 


MANUFACTURING COMPANY 


JEWELER’S DIVISION 
MARLBORO, MASS. 


Order a supply from your wholesaler now 














iO wearing 10 ct. Mar- 

liamond ring, 35 ct. dia- 

nd bracelet, 30 ct. diamond 
eckiace, 72 ct. diamond ear- 
tings. All available on memo. 


..and 


should wea 


Ommones 


wherever she goes 


Dramonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 

will be sent to you on memo. 
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W liam | _evine (om pany 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 , 
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Pet WEELERS’ 


There's gold a-plenty in those cups! They 
symbolize one of today's most promising 
developments in the jewelry store— 

the display and sale of everything a hostes 
needs for her table top: silver... 

china ...and glass. An expert in coordi- 
nation tells you on page 50 how to pick 

styles that harmonize. Virginia Dixon, on 
page 58 sketches window displays that 

feature accessories for summertime dining. 
Some of the newest designs are pictured 
starting on page 97. Madeline Love adds many 
useful ideas, starting on page 104. And 
“Coming Events” on page 136 lists time and 
place for upcoming china, glass and gift shows. 
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How to turn a time payment into a diamond ring 


We're talking about the instailment customer and how 
you can get her interested in a diamond ring! It’s 
easy—if you do two things. One—check and see if her 
ring is dated (most are). Two—use Formula D-I, a 
new ingenious merchandising idea that makes women 
realize how unattractive their present rings are. Thou- 


sands of retailers are using it daily. Want to know 


A DIVISION OF AXEL BROS. INC 


FOR JUNE, 1957 


more about it? Write us today for an appointment with 
one of our merchandising experts. He'll show you the 
technique and give you the magic selling props in less 


than 30 minutes. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


134-20 JAMAICA AVE., JAMAICA 18. N.Y. 











$1,000,000 
QUESTION 
































| was the expert... 


BUT MY COMPETITOR GOT THE CASH! 


ity at a sensible price. About the many sales- 
making features pioneered by Ernest Borel. Like 
Incastar, Ernest Borel’s “‘precision” regulator... 
or Datoptic, the self-winder with the magnified 
“date-in-a monocle’’...or Cocktail, with the 
kaleidoscopic dial that changes designs with every 
tick . . . or the finest of them all, Ernest Borel 
Officially Certified Chronometers. 

Now, my experience and knowledge are really 
paying off...in full-profit sales today, and a 
growing reputation that spells even bigger vol- 
ume for the years ahead. 

If you know watches, and can sell value, Ernest 


I know watches. But for many frustrating months 
this knowledge was working against me. Here’s 
why. 

Old customers had confidence in my recommenda- 
tions. They dropped in regularly to ask about 
watches in my show case. But when I finally sold 
them on a model, and turned for my sales book, 
lo! they were gone! 

It wasn’t hard to figure where, either... up the 
street to the discount house. And who could blame 
them, for they could buy exactly the same watch 
for less! 


Then one day I discovered ERNEST BOREL, the 
watch discounters can’t get. I learned about 
Ernest Borel century-old tradition of fine qual- 


Borel will do the same for you. Get the Ernest 
Borel story today; you’ll be happier and richer 
tomorrow! 
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: Ernest Borel Watches Dept. K-24 
* 1008 Walnut, Kansas City, Mo. * 
e 
: Help me get the discount houses out of my hair. « 
« Send me Ernest Borel’s special “Portfolio” with full « {3 
* particulars. . | 
3 & 
R % 
: se - ERNEST BOREL 
& te 
STORE NAME——_____ WATCHES 
& * 
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ne eae STATE ns U.S. Offices/ 1008 Walnut, Kansas City, Mo. 
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“Stellate | 


SETTINGS | 


4- small diamonds set beneath the center dia- 
mond to amplify it to almost twice its actual 
size and brilliance. 


= 


auintlaigs thw ig Sek yellow gold, 
sets, as well as men’s 


rings. ss - on arkable setting takes é 4 —— 
center diamonds from .08 to .50 points. 


Melee is set in three prongs. Entire set- 


ting is die-struck with the highest pos-_ 3 % 


sible — of gs olay 


FREE. Jouelrs / 


one of the largest and finest 






advertising mat services ever 
ity produced! 


Cireulars... 
colorful envelope stuffers 


for these three great new 


= mel lelilelate, promonens!: 
Catalogue Sheets 


in 4 colors on “Stellate” 


"Spectaculight’ “Perfect-Lock” 


elie Moh t-te Seto olele SMa Mo] IE 
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- ...among the most setoat factors 


is a Diamond Ring sales i in America today 


We are proud that our products slaly 
such an important part in the sale 
of the most vital commodity in your 

, -. store ...diamonds. And we’re proud 
of the fact that many of the sales 
SETTINGS © made over your counters are the — 
| : 3 direct result of K & B creative efforts. 
10 to 12 melee ingeniously surround center | Look to K & B to be first with the f 
diamond to create the appearance of four 7 | : i ; 2 ye 
times the weight and twice the spread. | newest in design and ideas that mean e 
diamond volume for you. | 















Ss 
Perfect Lock 
INTERLOCKING RINGS 
with  Flip-Grip' Action 


Flips like a book page. Disappears com- 
pletely. No twisting or prying. Defies dam- 
age. Built to endure. Entirely die-struck. 
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It’s amazing how a Spectaculight 


setting with about 4 carat total 
weight of diamonds vies for 
beauty and brilliance with a 
single diamond of a carat or more. 
It’s the magic of Spectaculight’s 
“great success. Precision crafted in 
one of the industry’s most modern 
workshops. 

Rapidly winning recognition as the best ring 

Distributed lock ever produced, the “Flip-Grip’’ action is 

through leading proving the answer to the industry's demand 

for a foolproof lock. Over 1000 attractive 


wholesalers K & B lock sets in our line. 


Creators, Designers and Manufacturers of “Perfect Ring Findings” 


RARLAN & BLEICHER IM. 


136 W.52nd ST., NEW YORK 19, N.Y. 











SSS" OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 




















4 ww Write for literature and name of 
meg nearest wholesaler. 
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Baker presents... 






A SETTING 
OF DRAMATIC 
SIMPLICITY 












A new BAKER design that gives a 
stunning illusion of added size 






and beauty to the diamond. 






A graceful open “V” 
on the sides allows the greatest 






amount of light to enter, 






giving a vision of increased fire 









and sparkle. It’s so easy to set, 
too, because the beads that hold 
the diamond are inclined to 























just the correct angle. BAKER 
proudly offers this newest design 






... graceful, light, and sturdy... 












and, most important, 
SO ATTRACTIVELY PRICED! 






that offers the maximum in sales appeal 





An exquisite creation... 





















SERIES 730 


Available in 
10% Iridium-Platinum, 


Jewelry Palladium, 


Perea ae eee Se eee eae ae eee & =-— ee 
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and Gold. 
| 
G BAKER & CO., INC. 
| 113 ASTOR STREET, NEWARK 2, NEW JERSEY 
| (EN CELAHARD INDUSTRIES ) NEWYORK e« SANFRANCISCO + LOSANGELES + CHICAGO 
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A your wholesaler is not harnessed 

to the products of a specific manufacturer. 
He’s at liberty to work impartially 

for your success... 

and thereby assure his success. 


You and your wholesaler 
have a community of interest 
and a mutual interest in your community. 


He knows what’s going on in your market 
because it’s his market. 

Through his own records, 

he sees what items 

in the lines of manufacturers 

are meeting with local consumer acceptance. 


Without bias, he can advise you 

on the quality of products, 
comparative values, and on the relative 
effectiveness of packages, displays, 
store promotions and advertising. 


No wholesaler wants to be a party 

to “‘deals” or coercion 

which restrict you from selling 

a given manufacturer’s products. 

He recognizes such practices as unsound— 
if not unethical and illegal— 

and detrimental to your best interests 
and those of the industry. 


Because the wholesaler and the retailer 
are of the same team, they can only 
make progress by pulling together. 


harness 


The Jewelers’ Best Resource is the Wholesaler 





His inventory is yours — frees your capital, increases your turn-over! 

His wide assortment is yours—helps you attract customers and keep them! 
His interests are yours -— not tied to one manufacturer, his counsel’s impartial! 
His merchandising knowledge is yours— where, how, why and what’s selling! 
His influence is yours -— in getting you maximum manufacturer - cooperation ! 
His time is yours — saves you buying, correspondence and bookkeeping time! 


In general, you can bank on him — because his success depends on your success! 


JACOBY-BENDER, INC., WOODSIDE 77, N.Y. IR 


MANUFACTURERS OF # Raa Lod 


US the jeweled-lever may 


not be the only measure of a watch’s 


/ l 
sales appea BUT the jeweled-lever 


movement rs certainly the starting point of 
every good watch sale! 


It can, however, look far different to 
your customer. He faces a bewildering selection of watches these days. They come 


in all colors, sizes, shapes and metals. Some do special jobs. Some have functional 
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jewels. Some have fictional ones. While price tags range from here to there. 


How is he to tell? You can help. Point out the function of the jeweled- 
lever movement. Heres something he can grasp. Something he can get his 


teeth into and believe in. 


**~* Here is the workhorse of his watch. The mechanical marvel 
| whose catch-and-release action (432,000 times daily) puts a 





i * non-stop workload on delicate parts. How easy it is for him, 





Sort then, to recognize the important function those diamond- 
hard jewels perform in eliminating metal-to-metal wear and friction. How 
quick he is to understand why he can count on longer life and satisfaction 


from the jeweled-lever watch. 

Since the manufacturers represented by The Watchmakers of Switzer- 
land campaign make only jeweled-lever watches, we are pleased with the 
way jewelers are telling the jeweled-lever story in their stores. Make 
sure you use this tested selling method in working with your own clientele. 


It’s the jewels in the lever that count... for YOU. 








F 4 &- L § ‘How to Explain the Advantages of 
@® the Jeweled-Lever Watch to Your Customer” 


A guide for telling customers the important jeweled-lever story in easy-to-understand 






form. Short. Simple. Complete. An invaluable aid to every salesman on your floor. 
Supplies are limited, so send for your free copy today to: 


THE WATCHMAKERS OF SWITZERLAND 
© o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 











“For the gifts you'll give with pride, let your jeweler be your guide” 


The WATCHMAKERS OF SWITZERLAND 





EXCLUSIVELY MAKERS OF JEWELED-LEVER WATCHES 
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12 best selling styles combined into one sensational pro- 
motion unit that will give you fastest turn-over of any 
other rings in your store! 


> 


Hand-carved, faceted yellow and white 14K gold 


two-tone combinations. 


$ This eye-arresting 3-dimensional coloré 


ful velvet covered window displayer. 


$ Established factory resale 


price tags that guarantee a high, 
healthy mark-up. 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “sper 
cials.” 


There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 
him to see you. 


K. POLISHOOK & SON cox 
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Manufacturers of ‘“‘‘Everything in Rings’’ Since 1898 
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Planning a STORE-WIDE SALE? 
A Complete Sales-Promotion Package $ 5 () FOR EVERYTHING 
... 50 you can DO IT YOURSELF!” YOU NEED TO RUN 


ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! or 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas S SoreName STOCK LIQUIDATION SALE 
sure to draw Crowds TTA THAT: : , 


We can serve you with several hundred of the hottest ITS THE WILDEST PRICE PANIC CITYS EVER SEEN! 


traffic items, including advertising “copy,” that will help aN TT 
make your sale a huge success! : 


NEED CASH SPECIALS? ) } 


Consult us in confidence. We can refer you to a number WE WERE WRONG—WE ARE SORRY 
of Jewelers who have run Successful and Profitable Sales De Oe ee es cadens bee Gapenent nah oe 
with our service. Write, wire or ‘phone for details! DISCOUNTS UP TO 75% 
No town too small for a SUCCESSFUL SALE! IJ This Crest Steck Liquidation Sale At 
We can recommend Experienced Sales Supervisors at . M. -- THURSDAY 
nominal fee — upon request! 


1-Day, 3-Day, or 30-Day Sale 
We Can Be of Help! 
ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 























SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS! 


You, foo, can jam your store with customers. They came! They saw! They bought! 
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29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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Manufacturers of “Everything in Rings’”’ Since 1898 } 











off on par breaking profits 
NEW RONSON WINDLITE DRIVE! 








you get: 
FOUR 


fast-moving 
Ronson Windlites! 


FREE 


traffic-stopping 
3-dimensional display! 
Eye-catching simulated 
grass and projecting 
golf club add realism, 
attract customers! 


Nationally Advertised 


.-- WORLD'S MOST 
WINDPROOF LIGHTER! 


Get on the fairway to big 
turnover, quick profits 

with Ronson Windlites! 
They’re priced right, styled 
right for your store! 
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WG-4 MERCHANDISER ! 


nines 10 someone nonnon wINDLiTE 


3 Windlite No. 21204...Satin finish . . . . . (retail price $3.95 each) 


i Windlite No. 21347...Engraved design . . . + + + + © «© «© « + 
Total Retail Value 


YOU PAY ..... . (at reg. discount) 
AND MAKE YOUR FULL PROFIT 
Pius FREE display! 


ORDER TODAY-—ASK YOUR RONSON SUPPLIER! 


maker of the world’s greatest pocket and table lighters 
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is the watchword for / DOXA, 


the watch that is years ahead in 


ADVANCED DESIGN and 
ACCURATE PERFORMANCE 


> 


Pe og ‘a 4 Ford experimental FX Atmos 


ai Vawens 


only DOXA features the fabulous new 


“Jumy _ ne 


Feature of the Future 


“Tamy Second r 


The most outstanding advance in watchmaking... 
the “Jump-Second”..a fashionable wristwatch that 
keeps time and measures time with precise accuracy. 


Here is modern watch styling and performance other 
watches will not duplicate for years. 


sae DOXA “Jump-Second” incorporates simple Stop 
in ONE SECOND Watch control, which permits you to stop the second 
hand, to reset or measure time to the exact second, 

without stopping the watch. 


The exclusive “Jump-Second” feature counts the full 
second, one beat per second...a great advance over 
| standard sweep movements. 


From its rugged handsomeness to its accurate per- 
formance, the DOXA “Jump-Second” personifies the 
man who keeps up with modern times. 


DOXA WATCH COMPANY INC: «© 665 FIFTH AVENUE « NEW YORK 22. N_ Y 


Reputable jewelers in selected communities are now 
being appointed. Your interest is invited. 
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choose OPALITE -- 
“the gem with the burning heart” 


, because OPALITE - with its delicate, | 


everlasting beauty - is a cherished remembrance 
of their Summer Romance. 





7 od 1 OF 7.) ee) “PETITE” LADIES 


A NEW OPALITE ORIGINAL 
THE FLOATING OPAL CROSS 


GENUINE CULTURED PEARLS 


$4/2P/39—Sterling Silver 
F4/2P/39—Gold Filled 


CS$-1 -Sterling Silver 
CF -1—Gold Filled. 


U.S. Patent Des. 170,667 


lie INC., 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 


\ 


Glossy pictures, mats and electros are available for advertising purposes. 





AMONG OUR CHARTER MEMBERS 


ACME RING MFG. Co., Inc. 
AMERICAN JEWELERS, INC. 
BADEN & Foss Co. 
GOODMAN & Co. 

1. B. GOODMAN MFG. Co.., INC. 
HARVEY & Oris, INC. 

K. S. K. JEWELRY Co., Inc. 
LINDE AIR PrRopUCTs, INC. 
METZLER MFG. Co., INC. 
PLAINVILLE STOCK Co. 
SAMSAN COMPANY 

SHIMAN MFG. Co., INC. 
STAR RING MFG. Co., INC. 
JOHN ULLENBERG, INC. 
J.J. WHITE MFc. Co. 


AMONG OUR ASSOCIATE MEMBERS 
. 


J & HM BAER, INC. aa 
HANDY & HARMAN . 
HELLER tere Conrail * a 
HOOVER & STRONG, INC*® sa’ 
EDWARD LEMBECK BROs. 

Wwe. V. SCHMIDT €o., INE. 
STAR OF FREYUNG 





THE PRECIOUS LOOK...at precious little! 


The brilliant fire of a fine stone...cut and polished every important fashion...and why not have a 

i by masters. This new fabulous look at your finger wardrobe of rings — when each is mounted and 

( ee 7 a is so deceptively precious! If facts be known, set like an heirloom — yet costs so little no one 
you could own a different sparkling color for would believe it! 


Ask your jeweler to show you his line of “precious” 
stone rings for the whole family: a range of designs 


ff. in ladies’ rings, children’s and men’s rings, signet rings, 
MERICA 
“i fraternal and birthstone rings. 
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LOOK FOR THE R.G.A - . ASSURANCE OF STYLE, QUALITY AND CRAFTSMANSHIP. 





A sudden, spontaneous new interest in stone 
rings brings to the jewelry business its first dra- 
matic excitement in years! To meet the growing 
need for coordination and promotion, the Ring 
Guild of America, Inc., plans full-scale national 
advertising and public relations — designed to 
stimulate a new consciousness of gem rings as 
important fashion accessories. 


Already, a three-year publicity plan is under 
way — utilizing tie-ins with big fashion events, 
color promotions, television programs. Full- 
color, full-page advertising is beginning almost 
immediately —appearing in the top fashion 
magazines in the country. 

The Ring Guild of America, Inc. believes this 


whole new concept in ring promotion will pro- 
mote interest not only in fashion rings for 


BE READY FOR BIG EVENTS AHEAD-— 
SEND NOW FOR YOUR RGA PROMOTION PACKAGE INCLUDING 


cr AMERIC Ayu. 


to help you, the jeweler, build exciting new stone ring business! 


women—but in the whole range of designs— 
including children’s and men’s rings, class 
rings, signet rings, fraternal and birthstone 
rings. 

The time is now for you, the jeweler, to start 
getting full benefit from RGA’s ambitious new 
program. Your customer will be reading the 
national advertising — will be hearing and see- 
ing the important news about gem rings on TV, 
in newspapers, at fashion shows. 

Be ready to answer your customer's questions 
—to meet their interest with enthusiasm and 
awareness. RGA’s whole purpose is to stir up 
interest —to bring the customers to you to buy! 
Remember, the new high-profit business that 
lies ahead for the whole gem ring industry will 
come first through your doors! 


e Handsome, 4-color reprints of national advertisements. 
e Smart, eye-catching display cards. 
e RGA plaques featuring the RGA ring tag. 


e Attractive newspaper mats — styled after national advertising. 


(Please contact any RGA member —or your wholesaler for the above material) 
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NO. 9 SCARF STEM 


NO. 32 PROTECTOR CLUTCH 


NO. 5 PEARL POST 


NO. 250 CLUTCH BACK 


4 


NO. 323 PIERCED EAR WIRE 


Start Right...in Pearl Jewelry Manufacturing 
with Ballou Quality Findings 


CLUTCHES HOLD SECURELY * SWAGED POINTS WON'T TEAR FABRIC 





Pearl jewelry manufacturers know how important 
good findings are. Ballou findings are superbly finished 
and finely constructed to the exacting standards of 
Ballou quality. It will pay you to start with Ballou 


pearl findings. 


When ordering please specify quality and size. 





FINDINGS — 


The Foundation of Good Jewelry 





B. A. BALLOU & COMPANY, INC. 
61 Peck Street * Providence 2, R. I. 














e REASONS WHY FORSTNER IS FIRST 


FORTEX-5S 


the revolutionary new expansion 
band — guaranteed 5 years! 


— eae ATER: 


KOMFIT 


| the adjustable watch band 
: that’s distinctively different! 


LADIES’ 
WATCH BRACELETS 
é 


. superbly styled in the 
great Forstner tradition! . 


‘ 


‘ 


IDENTIFICATION 
BRACELETS 


wonderfully modern 
—wondrously beautifull 


SNAKE KEY CHAINS 


flawlessly styled, 
meticulously crafted! 


CHARM BRACELETS 


designed for every taste 
every occasion! 


Smart jewelers 


focus On.. 
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Forstner Inc., irvington, N. J. 


Sold through authorized wholesalers 


Jovslaek 


JEWELRY'S NAME FOR QUALITY 
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For over-all versatility and uniformity in watch band production 





Here, watch bands meet rigid inspection. High quality General Plate Gold Filled Stock helps keep rejects to a minimum. 


GEMEX Corporation uses 
General Plate Gold Filled Stock 


Look for 
the Mark 


- The Gemex Corporation is one of the 


- country’s leading manufacturers of 

fine quality watch bands. They know 

through experience that the highest quality stock must 
be used if rejects are to be kept to a minimum. 

Here’s what William Hoehn, Gemex plant manager 
says: “In our business a good start means a good finish. 
General Plate Gold Filled Stock rates tops with us 
because in production its close tolerances keep rejects 
to a minimum, prevents production line stoppages.” 


General Plate Gold Filled Stock enables mass pro- 


SALES OFFICES: ATTLEBORO, 


FOR JUNE, 1957 


NEW YORK, CHICAGO, 


ducers to get craftsman-like finish. Its uniformity and 
superior quality gives every user a “built-in bonus” found 
in no other stock. 

You are invited to contact us in regards to your indi- 
vidual problems. Our field technicians and representa- 
tives will be glad to consult with you without obligation. 
For further information, write or phone collect. 


CORPORATION 


ATTLEBORO 
MASSACHUSETTS 


METALS & CONTROLS |) 


General Plate Division 


LOS ANGELES 
19 





ANOTHER 
STARTLING 
NEW 


ACHIEVEMENT 
we FROM 


GRUEN Er 


ae 


G@RUEN The Precision Watch® Official Watch of Trans World Airlines. Precision® The most important trade mark in watchmaking. Look for it on the watch you buy. 
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GRUEN MONACO 


RUEN ..the newest look 


in time! 


The new exclusive Gruen Monaco especially 
designed for personal monogram or insignia 
On gold dial plaque. e Famous Gruen 17-jewel Precision 


movement @ 14 karat gold case and gold dial plaque @ 14 karat 


gold ball hour hand 
The Gruen Watch Company ® Time Hill, Cincinnati 6, Ohio 
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for jewelers who feature palladium 


Get ready to receive a definite benefit—specific, ready-to-buy customers—as a result of the 
new-look palladium advertising. It’s building business for you right in your own community. 
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Palladium necklace by Lucien Pi 


If y ou’re Consclo 
decide on palladium 


_ newest of the 


white precious metals 

















By its smart 
; , up-to-date appeara 
pom ao. the attributes of re 
It wn aid hi ne precious Jewelry metals 
elps you sell palladium j 
b palladium 
ut stimulates sales of Jewelry in on 


Its invitat; 
2 ; S , to act is designed to stir 
p real, live prospects for you. Each ad 





ys of fashions in — 


ecard, $16,000 . - - palladium earrings by Jack Gutechneider, $250. 


Discover the distinctive quality « of — dium jewelry. You'll 
its sophistic cated brilliance - . gleaming whiteness. 
Palladium comp ylements gems. 
“‘hoose palladium for important pieces 
are “wearing the 


ing. Choos 

simple jewelry, too. Then you'll know you 

all-precious etal with clear white radiance that keeps 
special memories bright forever. Write for our booklet and 
the name of 4 nearby jeweler who features palladium. 


in: 


4 


r 
i 
5 


ladium’s new-look 


invites readers to request f 

ae rom us the 

: ol ages jeweler. YOU are 
we hear from a 

ne gui be your area, we send Se 

* 2 se you her name. In this way 

pp ee a : vertising will work harder to 

tga rs into your store... and help us 
increasing demand for palladium 


note: 


only work if 
palladium jew we KNOW your n 
jewelry you stock. Fill in and mail Pa the types of 
on on the right. 
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it? And how 
i 1 is romantic, isn t 3 ot 
sate angen be when you first see = : wi 
perry oo bly so, if it's made of palladt 
ch other derful ring. Dow y O, oe alia 
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ef : . Sor and — 
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: di ds. Get to ; 7 
. tara now — Tite us for war emg _ 
8h ssi the name of your nearest Da 


Obviously mad 


: cage” 
nee and palladium _,. newest 


roma 


the white precious 


Metals Divissor 
RICKEL COMPAR FC. 
7 Wah Street new Yor 5, #F 


advertising works for you in 2 ways! 


THIS BASIC MERCHANDISING KIT WILL HELP YOU SELL PALLADIUM 


Send for your FREE Basic Merchandising Kit of Rae manera I 55 euigcttmmat ac eict:.n 


sales aids ... to help you display, advertise and sell 


Platinum Metals Division K-6 
palladium jewelry. It includes a velvet jewelry pad, 


The International Nickel Company, Inc. 


newspaper mats, counter display signs, 25 copies 
each of the booklets “Palladium, A Precious Metal 67 Wall Street, New York D, N. Y. 


of the Platinum Group” and “The Eight Precious 
Metals’, and copies of “Palladium Jewelry and 
Where to Buy It” and “Palladium Profit Pointers’. 


ae ey” 


[] Please send me without charge your Basic 
Merchandising Kit on palladium. 


Name 


I 
I 
| Store H 
| I 
| I 
l | 
| 








Address. 
City Zone____ State___ 
Our palladium stock includes: 
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“Our greatest challenge... 
the development of men’”’ 


Ralph Cordiner, President, General Electric Company 


““Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 
sponsibilities of American citizenship. 


If you want more information on the problems faced by , 
higher education, write to: Council For Financial Aid To 


‘Freedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or university of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 
than you think.” 


! 


Education, Inc., 6 E. 45th Street, New York 17, New York 


KEEP IT BRIGHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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e is the hit of the United Jewelry Show! Here is a 
» you'll be proud fo sell — the new adjustable rings 
brilliant styling by Amco Jewels. 


SAVES TIME — 


Jeweler adjusts ring instantly to any size 3 to 8. No sales 
lost through delay. 


iY SAVES ON INVENTORY — 


Eliminates necessity of carrying every size in every style. 


DESIGNED TO SELL 


in Sterling, Rhodium-finished, and 1/20 12 Kt. Gold, capped 
with a variety of simulated, semi-precious, and precious 
stones. 


MATCHMATED with pendants, earrings, bracelets and pins 
— perfect “extra profit makers.” 


CUSTOMER CONVENIENCE 


® Does not pinch fingers 
¢ Does not snag hosiery 
¢ Nickel interlined for durability 


Vv 


Ask your wholesaler to show you these fast- 


moving adjustable rings by Amco Jewels. iN Micallef 2 Ca: Thies 








PROVIDENCE 3, RHODE ISLAND 
No ° The adjustable features of these rings and several | Established 19179 
Wis variations of the working principles of them are fully 7 
covered and protected by United States Patent 
No. 636055. 


EARL M. BARNEY THEODORE KANE JOHN M. TONRY 
Midwest and New England Far West 9 Maiden Lane 
158 Pine St., Providence, R. 1. 629 S. Hill St., Los Angeles, Calif. New York, N. Y. 





CROTON 
NIVADA GRENCHEN 


this is the watch that 
went to the Antarctic 


to give you a powerful, authentic selling story 


This is the story of a great new watch. A watch so tough, 
it survived the worst conditions known to man. Read 
how on the opposite page. 

We're proud of this watch’s performance. Its clean 
good looks. Its rugged resistance and husky stability . . . 
the new compensamatic feature keeps it split-second accurate 
through the fiercest temperature shifts! 

All of which means: here’s a watch a man can swear 
by, come hail or high water. And we’re telling your cus- 


tomers why, in 2 June issues of The Saturday Evening Post. 

Now is your perfect time to promote the Antarctic, too. 
Sell it to men in every line. Business men, college men, 
sportsmen. Bankers, mechanics. And sell women, too... 
they'll be in the market this month for Father’s Day and 
Graduation gifts. 

Because this new watch is so unusual, we can 
make this wonderful offer...the only offer of 
its kind ever made to the jewelry trade. 


the Antarctic by 


CROTON’ NIVADA GRENCHEN 





This is the watch that 
went to the Antarctic 


with Admiral Byrd on Operation Deep- 
freeze. It was snowed on, rained on, 
sleeted on. It was never wound. It was 
dropped, hit and knocked against ice. It 
lived in zig-zagging temperatures—from 
; 100 above to 40 below. And it never lost a 
ee second. That's what we mean when we 
i say this watch is waterproof,* self-wind- 
fing, shock-resistant, anti-magnetic, with 


ee ee 


la guaranteed unbreakable mainspring 


band balance staff. And that’s why Croton 
an guarantee it unconditionally for 
Mhree years. It looks great, too. We don’t 
— know a father or a son who wouldn't 


be proud to own it. $69.50. 
The Antarctic by 


CROTON 
NIVADA GRENCHEN 


Croton Watch Co., Inc., 404 Fourth Avenue, New York 16, N. Y.§ 


*provided the case is unopened and the crystal is intact. 


this is the ad that’s going into 
The Saturday Evening Post 


to tell your customers about it all through this big selling season 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. JCK6 


Please send me... Croton Antarctic Watches, unconditionally 
guaranteed for 3 years. 


THIS IS THE STARTLING OFFER 


you can make your customers: Croton 
will give you a 3-year unconditional 


Name 





(Please Print) 


guarantee on every Antarctic Watch! 


Store Name 





THE CROTON ANTARCTIC: 17-jewel, waterproof,* self-winding, anti-magnetic, 
shock-resistant. Guaranteed unbreakable mainspring and balance staff. 
All stainless steel with handsome alligator strap. $69.50. 


Address 





Zone State 








*As long as case is unopened, crystal intact. TAll prices are retail, and include fed. tax. 











Assortment 


Assortment 
No. 311 


No. 313 


Assortment 


No. 340 


si thie. 


o soak 


CROSSES 
and CHAINS 


in attractive display boxes 
available in 12 K Gold Filled and 
Sterling Silver — Rhodium Finish. 


OOO, wnt 
wanes ; 
ee oP 


~ All items shown less than actual size 
Se eS a 


SEA I teal eects, poe ore we 


CARL-ART inc. 


PROVIDENCE 3, RHODE ISLAND 


Mannie Levine Norman Gustafson 
448 South Hill St., Los Angeles, Calif. 


366 Fifth Ave., New York 1, N. Y. 
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if you are 





QUALITY 


Sterling SILVER ROSARIES 


INCE 193 Crafted by specialists in the aici of 
, PROVIDENCE. A Religious Goods. All are Sterling Silver, with 
finest rosary beads. Gift packaged. Prices 
Retail. Ask your wholesaler for Catamore. 

All Prices Retail 


R300/3 ...$7.25 
Fire polished 


bead available yoann é igs 


in crystal and as- 
sorted colors. 
Gift boxed. 


Men’s black oval bead 


rosary, comes 


pockaged in genuine 


leather case. 


R320/10 $8.55 
Men’s black 
round bead 
rosary, hand en- 
graved cross and 
center with 
pegged drooping 
head corpus, gift 
packaged in 
genuine leather 
case. 


R76/84 _ $18.75 
Genuine Rock 
Crystol, hand en- 
graved cross and 
center, pegged 
drooping head 
corpus. 


Genuine Rock Crystal, 
each bead sterling fila- 
gree capped, hand en- 
graved cross and 
center, pegged droop- 
ing head corpus. 


R33/88 $15.00 


Sterling hand en- 
graved cross and 
center, pegged droop- 
ing head corpus, cor- 
rugated beads. 


R500/31 ........ $8.00 
Sterling plain round 
beads, hand engraved 


cross and center. 


R376/20 $10.75 
Full tin cut beads, 
hand engraved cross 
and center. 


R315/74 .......... $8.55 
Sterling corrugated 
beads, hand engraved 
cross and center. 


R400/29 $6.35 
Sterling plain round 
beads, hand engraved 


cross and center. 


R316/8 $9.80 
Genuine Mother of 
Pearl, hand engraved 
cross and center. 


R374/34 

Fire polished beads 
available in crystal 
and assorted colors, 
enameled cross and 
center. 


Child’s rosary, sterling 
plain round beads, 
comes gift boxed in 
silver plated metal 
case. 
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Division of oh Corporation 


THOMASTON, CONNECTICUT 
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MASTERPIECE S 

















Nel Thomas 
Decorator tlectrie Mar 


ajarm—Retail a 2.50 


*plus tax 


SETH THOMAS 


THOMASTON, CONNECTICUT 


MASTERPIECES IN TIME SINCE 1813 


Division of a Corporation 
ORDER FROM YOUR DISTRIBUTOR 
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... you'll turn your surplus stock 
into satisfactory cash shipping it 
to Gordon Brothers. Because: 


1. whatever it is, we'll buy all of it! 
watches, diamonds, rings, silver, gold . . . 
slow-selling, out-dated, whatever it may be... . 
we Il not pick this and eliminate that, 
but buy your surplus in its entirety .. . 
we ve never turned down a shipment! 


2. whatever it is, we'll pay more for it! 
because we can afford to pay more, with 
our many and varied outlets for redistri- 
bution and quick turn-over. By actual 
count in the past four years, nine out 
of ten jewelers accept our offer! 


Now, slow summer ahead, is an ideal time to take inventory and 
convert surplus into cash. 


Ship it to us Railway Express. Our check goes out at once. 
Merchandise held intact until you accept it. We pay all shipping costs. 











iccignh Wasis boy | 
liquidation sales On 4 commission | o oe 


cash buyers of manufacturer's 
and jobber's stocks 
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ELD STREET = 
‘HUSETTS 
k 6-3233 


38 BROMFI 1 
BOSTON, WASSAC 
Telephone HAncoc 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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FAST SELLING FOURSOME 


of General Electric-Telechron clocks 
styled to sell and promoted to the halt! 


tals 


OP ae 


monensin! 


PERANARE EI hae 


AIEEE 


New! Clarity—Low-priced kitchen beauty. Dial slants Newly styled! Kitchen-Mate—Wall clock with smart 
down for easy reading. Chrome-color frame. White dial 3D effect. Chrome-color numerals and dial on white 
with red, turquoise or white case $4.98* case, copper-color numerals on turquoise case $5.98* 


a 
ees : 


New! Radial—Fully luminous alarm. Radiating lines New! Galaxy—Trim feminine styling. Fully luminous 
on navy blue dial. Brass sweep second hand. Beige : alarm. Unique effect with stars on crystal reflecting on 
case $6.98*. Non-luminous in ivory-color case $5.98* mirrored background. Gray case $7.98* 


% 
pe new General Electric-Telechron clocks are 


loaded with the features that sell —style, price and G F N , & A L &B & L a - T 4 | C 


performance. We know they'll sell briskly because : 
we ve pre-tested them all. Now were going to 4 
make sure that the world knows about them. Cphechwon 
G-E Telechron clocks will be featured in the 
SUNDAY SUPPLEMENTS from coast to coast. *Manufacturer’s recommended retail or Fair Trade price, plus applicable 


Call vour distributor salesman and cash in on J taxes. Clock and Timer Dept., General Electric Co., Ashland, Mass. 
fast, high-profit electric clock sales! 
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icolet 


Custom Built Watches Since 1886 


styled and 
merchandised 
TODAY 

to meet 
TODAY’S 


watch problems 


for retail jewelers only! 





Exclusive Distributors in the United States and Canada 


WINTON WATCH COMPANY, 64 WEST 48th STREET, NEW YORK, N.Y. 


FOR JUNE, 1957 35 





Sterling is important 
that’s why Towle chooses the 






























H he simple, fascinating magic of a 


fountain the shimmering rise and fall 





of water turned to silver . . . 


new magically turned to solid silver 







Fy 
in Towle's newest sterling 
Ex 

demgn tana 
Inspired by the poyous 
fountains of Italy. 
Fontana speaks the 
language ad hight and 
motion, of youthful springtime 
places. Graceful. Ageless. 
And for you. Now at 

 & 
authonzed owle jewelgy and 
department stores 
Four-piece service for one $26.75 


Six-prece service for one $36.50 





The Taete Sstversartths Newbery port Meanectoue tts 


‘Towles FONTAN A 


Over the past 26 years, Towle has put Ladies’ 
Home Journal at the head of its media list! The 
junior spread shown above appears in full 
color in our May 1957 issue. 














Never underestimate the power of the No.1 magazine 
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in awoman’s world... 


No. 1 magazine for women 


WOMEN HAVE A WORLD OF THEIR OWN...ANDA 
MAGAZINE OF THEIR OWN...LADIES’ HOME JOURNAL 


“The confidence that women have in the Journal and in the mer- 
chandise advertised in the Journal makes it an ideal medium for us,” 
says Mr. C. C. Withers, President of Towle Manufacturing Com- 
pany. “That’s why the Journal is No. 1 on our advertising list. We 
believe that it truly reflects The Towle Touch.” 


A woman’s sterling is so personal to her, such an important in- 
vestment, that when she comes to this purchase she turns for advice 
to the magazine she trusts the most, Ladies’ Home Journal. 


The Journal understands women and their needs so well, speaks 
their language so well, that it is the most believed in and the most 
influential of all women’s magazines. Nearly half your women cus- 
tomers read the Journal.* That’s why it always pays to identify 
and display Journal-advertised silverware. 


*From surveys in department 
and jewelry stores everywhere. 





Women have a world of their own... 


and a magazine of their own. 


‘JOURNAL 


L aa id Sues A CURTIS PUBLICATION 





for women ... 


No. @ in circulation * No. @ in newsstand sales * No. @ in advertising revenue 
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WEAR IT tees mm NARROW —V or 


t  Feewenatble- 
The New Tie-Slide 


Either way you look at it — these handsome reversible tie slides are a 
must for men with good taste. On one side it's a long tie slide for wide 


ties... turn it over. ..and you have a short tie slide for narrow ties. These handsome 3- 
piece sets of match- 


: p , ? : : ing cuff links and re- 
Available in attractive Gold Filled and Sterling patterns — these tie versible tie slide are 
attractively gift pack- 
slides again prove the versatility of Simmons Quality and workmanship. aged. 
All prices Keystone, 
plus taxes. 


Order your reversible tie slides now — actually two slides for the price 


of one. Also available are matching links with each slide. 


The R.F. Simmons Co. 


ATTLEBORO, MASS. 


FROM TOP TO 
BOTTOM 


TK 421 

MS 4214 
SSTK 457 
MSS 4574 
SSTK 411 
MSS 4114-2 
SSTK 455 
MSS 4554 
SSTK 371 
MSS 3714-2 
SSTK 361 
MSS 3614 


SSTK 391 
MSS 3914-2 
TK 351 

MS 3514 
TK 431 

MS 4314 
SSTK 456 
MSS 4564 


SSTK 401 
MSS 4014-2 


TK 381 
MS 3814-2 


347 Fifth Ave., New York 16, N. Y. . 29 E. Madison St., Chicago 2, Illinois . 448 South Hill St., Los Angeles 13, California 


Canadian Distributor: Jack W. Lees, 44 King St. West, Toronto, Ontario 


$ 5.00 
$11.00 
$ 5.50 
$13.50 
$ 6.50 
$13.50 
$ 5.50 
$13.50 
$ 3.50 
$ 9.00 
$ 5.00 
$12.50 
$ 3.50 
$ 7.50 
$ 5.50 
$12.50 
$ 5.50 
$12.50 
$ 5.50 
$13.50 


$ 5.00 
$12.50 


$ 4.50 
$11.00 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds 
valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 


Fine Diamonds 
Direct from Antwerp 


, to your store 
ruling, such shipments now may be sent air 


parcel post directly to your store, the 10% 
duty being collected by the postman. The 


savings in time and money are important. 


ano 


6 en0INe GemeRO EtoneneeD 


To enable U. S. jewelers to take maximum 


advantage of the new Customs ruling, I de- JOACHIM GOLDENSTEIN 


vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 


grades, each priced at $248. Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing "Operation 248" 


describes “Operation 248” in detail and in- 
cludes New Wholesale Price List 730 
(prices per carat in U. S. Dollars). Also 
order forms. Fill out coupon at right and mail 


Store Name 


Address 


today. 
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MILLIONS OF SATISFIED USERS MAKE IT EASIER 
TO SELL THESE NEW TOASTMASTER APPLIANCES! 


TOASTMASTER 


Automatic 
FRY PANS 


Like millions of Toastmaster Toaster 
owners the world over, your customers 
recognize the name Toastmaster as the 
very symbol of dependability. Consist- 
ently fine craftsmanship has created an 
immediate consumer acceptance that has 
no equal in the appliance field. And now 
that these attractive new Automatic Fry 
Pans bear the respected Toastmaster 
name, this preference will work harder 
than ever for you. Stock and promote 
them with full confidence of ready 
demand and quick profit. 


@ Precise heat control TWO SIZES 


makes every dish mai A\ ae i. a ; Large 11’, ¢ 9 5 
deliciously right, “ me “s x : ee _— ee | Matching Desai ate. 4 
every time : J _ ® Signal light tells 


when pan is ready minum cover, $3.25 
Extra large 12”, 
Matching domed alu- 


® No watching— heat selected never varies minum cover, $4.25 


e Square shape gives 20% more food capacity 
than round pan 


© Cooking chart on handle—17 tested 
settings. Temperatures, 160° to 420° 


2 IRONS 
IN ONE! 


TOASTMASTER 


Automatic 
STEAM and DRY IRON 


The majority of your iron prospects will buy this new steam and dry , ® Seitches eteam 
iron without a moment’s hesitation. For the moment they see the fa oe to dry, instantly 
name, they can’t help but think of the Toastmaster Toaster—known /) _ © Dial right heat for every 
everywhere as the most faithful performer of its kind! People have § oe fabric 

every reason to be sure that this new iron embodies the same fine ™ . 

craftsmanship as the famous toaster they have learned to respect. selichooacuatotreapemesnercbaees 

Here’s immediate consumer acceptance you can’t afford to miss! Earn 
extra dollars by featuring the name that millions prefer for its con- 
sistently high quality! 


@ Extra-large water capacity 

@ Polished aluminum sole plate spreads heat over 
larger ironing area 

@ Weighs only 34% pounds 


McGRAW-EDISON & | COMPANY 


EDD TOASTMASTER, & eS 
—tatomatte Apyllanees = 
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NATIONALLY 
ADVERTISED 


Smashing all sales records since its 
introduction to jewelers, the tiny CROWN DeLUXE Pocket 
Radio is a bargain priced summer-vacation, weekend- 
recreation ‘must’ that'll net you a cool profit when you 
need it most! It has all big radio features: Hi-Fi Perform- 
ance .. . Superior Tone; Full, Automatic Volume Control; 
High Efficiency Loop-Stick Antenna for Maximum Receiving 
Range; 6 Tuned Circuits for Maximum Selectivity; Power 
Source...2 Inexpensive Batteries...uses Minimum Power; 
Personalized Ear-phone . . . Loud Speaker Silenced when 
Ear-phone is used; New Fashion-Right Decorator Colors! 


few. y macmoec wou 





CROWN PERMA-POWER 
PORTABLE STAND 


Permits constant use of 
CROWN DeLUXE Pocket 
Radio without battery wear. 
Plugs into any 110 Volt AC 
outlet and recharges 
batteries after radio is 

used outdoors. Saves 
battery wear... saves 
money ... recharges 

with radio on or off. Its 
amazing, consumer- 
appealing low, low 

price makes it a 

perfect “add-on” sale with 
every CROWN DeLUXE Radio. 
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SCANDINAVIAN MODERN DESIGN 
Genuine Extra Heavy 


LIFETIME 


FLATWARE 


Many Excitingly 
Beautiful Patterns 
AVAILABLE IN: 


24 Pc, Service ‘ Y A so 


4 PIECE 


50 Pc. Service WY a 
for 8 Oa V4 HOSTESS SETS OF 
72 Pc. Service es 


Here’s the promotion that has a magic 

appeal to consumers everywhere. The perfect 

item that will bring traffic to your store. A proven 

low price action-getter and at the same time an important 
profit-maker that’s tops in quality, value and beauty 

and will go over the top for you in results. 


F a é a | | SUPER-POWERED 
@ PROMOTIONAL AD MATS 


Write, Wire or Phone for information on these 
extraordinary action-getting promotions. 


SHRIRO WATCH, INC. 


276 FOURTH AVENUE + NEW YORK 10, N. Y. 
GRamercy 7-7500 
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TWO WAYS ARTCARVED HELPS YOU 


rtcarveds 
CULAR AM aa ULL 


HERE’S WHY JEWELERS PRAISE THE ARTCARVED® PVP 


(Quotes from actual jewelers’ letters. Can be seen upon request.) 


nd 
you sell larger diame ad only $200 at most 


ted to spe tn 
las after | a ont shen J 
t . Nev 
il an Artcarved costing 0 
finally se “a 
cana ring sale made so easly 
1 


u 


“ee @ Stat 
€ trooper told ys that he had decid 
ut with PVP he coyj nie so ag 
les clincher 
came in and asked, 
and in less than 


‘What is the PVP 


PVP is a sure-fire sa 
two minutes the 


“ recently a customer 
all about?’ | explained - - - 
sale was made. 


ond ring 
easy,” 


PROMOTE ARTCARVED’S PVP IN YOUR STORE! 


Put this potent selling story to work for you. Learn 
how it arms you against “‘cut-rate’’ selling and makes 
you part of the nationwide PVP network, with greater 
diamond profits sure to follow. Ask your Artcarved 
representative or write our home office for full details. 


You, too, can enjoy a spectacular increase in diamond 
sales—and profits—with the help of Artcarved’s nation- 
ally advertised Permanent Value Plan.* More and more 
young people are learning about—and demanding— 
the assurance that only Artcarved’s PVP gives them. 


ANOTHER SELLING “PLUS”! For the second 
consecutive year, J. R. Wood & Sons has been 
honored with the “Diamonds U.S.A.” Award 


jor excellence of design. COPR. 1957, J. R. WOOD & SONS, INC. 


*TRADE MARK 
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INCREASE DIAMOND RING SALES... 
auer-Tala-Xeks 
Compelling Advertising 


PVP IS FEATURED IN 
ADS LIKE THESE 


very eight days this spring, young 
America is seeing glowing four-color 
Artcarved ads in spreads and single pages 
. more dramatic Artcarved ads in black 
and white. They are selling Artcarved’s 
PVP to America’s bride-age customers. 


“mt BEAL TS 


ADE S Guides Bride 
. 20k /D , --- IN AMERICA’S BEST-READ MAGAZINES 
R ‘ "Gen ! These are the magazines that are telling the unique PVP 
ae: vt nae ve 
story to more than 150 million people in their own living 


+ Ges s: LIFE, L SEVENTEEN SMOISELLE, GL 
MA: nag yOEse ile, Sah M hen Te rooms: LIFE, LOOK, SEVENTEEN, MADEMOISELLE, GLAMOUR, 
N A 1 & BRIDE’S MAGAZINE, BRIDE AND HOME, MODERN BRIDE, 


FE ae 


--- AND ON RADIO AND TV 


America’s No. 1 daytime TV program, “‘Queen for 
a Day.”’ brings PVP to over 8,000,000 viewers 
every Tuesday via 142 NBC-T'V stations . . . and 
again on 560 Mutual radio stations on Wednesday. 








J.R. WOOD & SONS, INC. 


216 East 45th Street, New York 17, N.Y. New York « London « Amsterdam « Antwerp 
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OVER A CENTURY OF 


CAO [i Dacoplional 


WATCHMAKING 





ee 


Ct, Ty 
A, LE LA Y 
PROTECTED 

BY PATENT™ 


SU sroe Ra Ge tiiene pase fle TTebteltte and original watch design 
—is protected by U.S. Design Patent. The Galaxy is the 
exclusive property 3 Vacheron & Constantin-LeCoultre 
Watches, Inc. No reproductions or imitations are: authorized 
or eloueibiaacer We would be negligent in our obligation 


to our customers if we did not act to protect aelabamesere 


our interests in these serecaebbecqcels and outstanding watches. 


*U.S. Design Patent #178,091 
To protect our rights all infringements will be prosecuted. 


The LeCoultre Galaxy, one of the most sensational watch design innovations of 
recent years, is but one of the exclusive and exceptional LeCoultre creations 


which are making extra sales and profits for authorized LeCoultre jewelers. 


a 
=a Cipu Gy 


VACHERON & CONSTANTIN-LE- COULFRE WATCHES, INC. 
DIVISION OF LONGINES-WITTNAUER WATCH COMPANY 
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§ ew LURE of the Lutine: Paving the 
the world, 
along with sand and stones and dead 
men’s bones, are untold heaps of gold. 
Of the countless argosies that /have 
gone down only a few, no doubt, are 
now remembered. One of those few— 
and most famous of them all—is the 
22-gun British frigate Lutine, wrecked 
at the mouth of the Zuider Zee in 
1799. 

Carrying gold and silver bars to pay 
the British troops fighting Napoleon, 
she suffered shipwreck in a terrible 
storm with the loss of more than 270 
lives. 

Salvage rights were conceded to 
Lloyd’s of London because Lloyd’s 
had insured the cargo, and many at- 
tempts at salvaging have, in fact, been 
made. In 1858 the Lutine Bell, as it is 
called, was retrieved. It hangs now in 
the underwriters’ room at Lloyd’s, and 
is tolled twice if there is good news 
to report and once if there is bad. On 
July 29, 1938, at 18 minutes past ten 
in the morning it was tolled twice and 
the voice of the Caller was heard an- 
nouncing that a bar of gold had been 
recovered from the Lutine. 

That is all that was gotten, however, 
and the search was soon abandoned. 


ocean floors around 
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SPEAKING OF THE JEWELRY TRADE 


It is believed that about $5 million 
worth of gold and silver bullion still 
lies within the muddy rotting timbers 
of the ship. 

Now a Dutch engineer named van 
Wienen, who has been in the salvage 
“business” all his life, has been 
granted a concession by Lloyd’s to 
apply his technique to the Lutine. 

That technique will be to make the 
sunken vessel airtight (if he can) and 
then pump air into it so that it will 
float to the surface. 

If he succeeds, van Wienen may 
keep two-thirds of what he gets... 
and the bell will again ring twice. 


=> BAN) 
Ne 





EAVE US BEAR pain prettily: If a 

lady slices her finger on a paring 
knife while preparing for a_ party, 
there’s no need to add disfigurement 
to suffering. In fact, according to de- 
signer Shirley Kraemer, if she just 
cements rhinestones to the bandage, 
she'll have her guests clamoring for 
cuts. 


HAT ARE THREE minutes worth? 
Much, according to Carlos Da- 
villa. 

Three minutes is the length of time 
a customer hangs around while his 
car is being washed in the automatic 
car- wash station of the Solomon 
brothers in San Antonio, Texas. And 
“hang around” is just about all he can 
do in so short a space of time. 

Except leave his watch to be re- 
paired, said Davilla to himself. 

He rented space in one end of the 
waiting room and is getting all the 
business he can handle—sometimes as 
many as 150 repair jobs in one day. 
He sells watches too. 


OLD-PLATED WINDSHIELDS may keep 
(, sun’s heat out of future cars. A 
microscopically thin film of gold is a 
good reflector of infrared, yet permits 
shorter (and cooler) wave lengths to 
pass through. Ford Motor Co. engi- 
neers are experimenting putting wind- 
shield and gold foil in a vacuum cham- 
ber. As foil melts, gold molecules are 
deposited on the glass. A light meter 
measures the film and stops process 
when right thickness is_ reached. 
(Quoted from I/ndustrial Research 
Newsletter, March, 1957.) 
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Selected and Serviced by Leading Wholesalers 


Teele t-meclaleme ditt i 


NEW EMBLEM RINGS 


Illustrated: Blue Lodge 
stone ring in 10K yellow 
gold with Masonic 
Emblem, Trowel and 
Level encrusted. 


No. R-726/2 
Genuine onyx 
$32.25 each Keystone 
Synthetic Ruby 


or Blue Spinel 
$36.75 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 
Emblems since 1861 

through your Wholesaler 





JUNE BAND 
OF THE 
MONTH 


A new addition to the Watchbands line is 
this handsome men's band with genuine 
reptile leather inserts, finished in 1/20 
IOK Gold Filled Top or Stainless Steel, 
with straight or curved ends. 

Ask your wholesaler to show you our 


complete line of men's, ladies’ and chil- 
dren's watchbands and expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 











Bracelets 


in a wide variety 
of chain designs 





a Available in 
~ Sterling Silver * 1/20-12 K.G.F. 
a 10) @ielomme U4 


$F: 
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a » wre eo 
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/ SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 
NEW YORK + CHICAGO + LOS ANGELES 

















BEAUTIFULLY DESIGNED 


CROSSES 


Exquisite LaMode crosses in many 


Wee whee 


> Merman wes 


distinctive styles, plain or hand- 
engraved, in heavy-weight Sterling, 
Gold Filled, and 10K Gold, 18" 
chains. Each cross is luxuriously gift 
packaged like the finest gem. 


Beautifully hand 
engraved in 
1/20th 12K 
Gold Filled. 


RIPLEY & GOWEN CO., INC. ATTLEBORO, MASS. 
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Qfat more 


The sales of Catamore Rosarys are climbing 
steadily—because the market for them is growing, 
and the fact that Catamore, Religious Goods 
Specialists, offer the widest variety. Ask your 


wholesaler for the items shown on page 32. 


Now—A NEW CATALOG 


containing our 


===) — COMPLETE LINE of 
s, STOCK JEWELRY BOXES 


You'll find a box to suit 
every requirement—all 
expertly designed and 

tastefully finished . . . in 


stock ready for you. 


Wholesa lers On, BOX CO. 

an M { *fturers : 

gas, Soonfoctures $23 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


illustrated brochure. 
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A OR NOT 2B? That is the question. 

If the diamond your wife is 
wearing on her finger is 2b—and the 
chances are it isn’t—it is one of the 
rarities of the world. 

Diamonds, as you of course know, 
fall into almost as many different 
“types” as blood and occur with 
equally irregular incidence—some fre- 
quently, some less frequently, and 
some hardly ever. 2b is one of the 
“hardly-ever’s.” 

2b differs from its sister types in 
being a first-class conductor of elec- 
tricity. To handle current up to five 
amperes at 100 volts is no job for it 
at all. In fact, to show its enthusiasm 
it becomes red hot about one minute 
after the current is applied. 

If you expose it to ultra-violet rays. 
it demonstrates another of its accom- 
plishments — it creates a phosphores- 
cent glow almost strong enough to 
read by in a dark room. 

Only about 20 2b’s are known to 
exist. Two of these are in the physics 
lab at Oklahoma A&M College. They 
are used in pure research. No doubt 
before too long the “pure” will be- 


come “applied.” Perhaps to geiger- 
counter-like devices for the detection 
of high-energy particles, to solid-state 
instruments like transistors. or to 
weapons of national defense. 


ILOT WHO SHOT HIMSELF 

DOWN: Thomas Attridge, a young 
test pilot, was flying an experimental 
jet fighter plane. He took a dive while 
traveling at the supersonic speed of 
500 miles an hour, at the same time 
testing the plane’s four 30-millimeter 
cannon by firing a four-second burst 
of 64 shells. 

The plane overtook the bullets, 
which shattered the windshield, 
smashed the engine and fractured At- 
tridge’s leg and three vertebrae. 

Navy experts said it was the first 
time this kind of accident had occurred 
and that it wouldn’t occur more than 
“once in a million times.” 

Attridge appeared on the CBS-TV 
show “Stand Up and Be Counted,” at 
which time he was presented by 
Longines-Wittnauer Watch Company 
with a pair of matching watches for 
himself and his wife. 





























“It seems to be running two years and three months fast.” 
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nee ... Just a perfect friend- 
ship: That’s all the ring betokened, 
nothing more, according to Superior 
Judge Joseph Call. After all, it was 
only a 4.8-carat diamond valued at 
$3400. 

Jack Holland, television magazine 
writer, gave it to Singer Carroll Lyn. 
He said it was an engagement ring, 
and when they split up, he wanted it 
back. She said nothing doing. There 
never had been ai. engagement; he had 
just been generous. And the Court 
says she was right. 

When other friendships are forget, 
this one will still be—well, perhaps not 
hot but sparkling. On Carroll's finger. 


APA IN POSSE: A young man came 
Pinto Hopper’s Jewelry Store in 
Nanaimo, B. €., and asked to see baby 
mugs. 

After selecting one, he requested 
that it be engraved with his girl 
friend’s initials. Mrs. Hopper, who was 
waiting on him, looked _ slightly 
startled. 

“Tt’s all right,” he said reassuringly. 
“T want to give her something for her 
hope chest.” 


ONTEZUMA’S “lost” jade mines: 
Did they ever really exist? 

It’s a matter of history that jade 
was paid by the natives as tribute to 
Montezuma, last of the Aztec kings. 
But was it mined in Mexico or im- 
ported from the Orient? These ques- 
tions have always puzzeled scientists. 

Now a university professor and his 
wife have penetrated the remote and 
rugged fastnesses of Southern Mexico 
and their story sounds like something 
out of Rider Haggard. The professor 
is Dr. Thomas Clements, geologist of 
Los Angeles, and he and Mrs. Clem- 
ents made the 10,000-mile trip in a 
jeep. 

They spent five months searching 
for the fabled mines and they believe 
they have found them—in the neigh- 
borhood of Taxco. Dr. Clements gives 
his opinion that the Indians have been 
quietly working the mines these more 
than 400 years, and he shows speci- 
mens they sold him—as good quality 
jadite, he says as any found in Burma. 
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Importance of Various Lines to Jewelry 


Diamonds & 


Precious Electrical 


Watches Watch, Jewelry 


Stone 
Jewelry 


ALL-STORE AVERAGE 24.6% 


Jewelry stores with 
annual sales of: 


Group | Less than $20,000 
Group II 








Clocks 


18.2% 


Appli- 
ances 


under $25 


& Jewelry 
(incl. costume) 


Repairs 


11.7% 6% 6.8% 


27.3% vin ee 3.0% 
20.7 3.6 i 3.9 











16.3 








$20,000-$29,000 
Group III $30,000-$49,000 
Group IV $50,000-$99,000 
Group V _$100,000- 











$100,000-$299,000 
Group VI 
Group VII 


- $300,000-$499,000 
Group VIII Over $1,000,000 ae | 








This is the third in a series of articles depicting the 
state of the jewelry industry. The series uses data 
from the latest Federal Census of Business (1954) 
plus much additional and current information ob- 
tained from a special JC-K survey conducted during 
December 1956 and January 1957.—Editor 


© THE AVERAGE MAN is 29.1 years old, weighs 153 
pounds and stands 5’814” tall when he steps out of 
his 84D shoes. He pays a Federal income tax of 
$512, drives his car 780 miles a month, wears glasses 
but has no time for books, gazes at television for 110 
minutes every day, and—perhaps swayed by those TV 
commercials—consumes 9.12 glasses of beer per week. 

Certainly, you aren’t an average man and, like the 
famous Purple Cow, you never hope to see one—with 
these precise specifications. Nevertheless, averages 
are useful, for you can measure yourself against them, 
get a better idea of the kind of fellow you are, and 
maybe throw out your chest a little because in this 
or that respect you are better than average. 

Similarly, though no jewelry store is likely to be 
average, it’s interesting to compare your business 
with figures for the whole jewelry industry to see 
where you shine or need shining. 


THE CHART across the top of these pages will help 
you do just that. It groups all the jewelry stores in 
the nation into eight classifications, according to their 
annual sales volume. It lists 12 kinds of jewelry store 
merchandise. And it shows what percentage of total 
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13.0- 








annual sales each line of merchandise represents in 
stores in each size bracket. 

The chart condenses some of the figures we pre- 
sented last month into a single table, so that you can 
see at a glance how your sales fit into the over-all 
picture. 

The 12 merchandise columns are arranged, from 
left to right, in descending order of their importance 
as dollar producers for the whole retail jewelry in- 
dustry. “Diamonds & Precious Stone Jewelry”’ is first 
because it accounts for 24.6 per cent of total jewelry 
store sales—more than any other line. “Watches and 
Clocks,” representing 18.2 per cent of all jewelry 
store sales, are second; repair receipts (11.7 per cent 
of the all-store sales volume) are third, and so on. 

Thus, by checking the first line of the chart, “All- 
Store Average,” you can compare your sales per- 
centages with those of the whole trade. 

Having done so, it will be worth your while to find 
the figures for the group that includes your annual 
sales volume. Here you can see how your sales com- 
pare with those of other stores of about the same size, 
and also see the part played by all stores in your 
group in the distribution of jewelers’ merchandise. 

Let’s suppose, for example, that your sales are about 
$26,000 a year. (This would make you a “median” 
jeweler, with half of the industry having a larger 
and half of the industry having a smaller sales volume 
than yours.) So check Group II figures for a direct 
comparison with your own sales percentages. 

Stores in your group depend more upon receipts 
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S t 0 r es O f Va r LO uU S$ é l » e $ (Figures are percentages of stores’ total volume) 




















Sterling Fine Jewelry Plated 
Silver (over $25 Silver China & Personal Stainless 
Flat & except pre- Flat & Glass Leather Steel 
Hollowware Giftwares cious stone) Hollowware Tableware Goods Flatware TOTALS 
6.1% 5.9% 5.1% 4.4% 3.6% 2.8% 1.2% 100.0% 
1.4% 5.0% 4.49 2.8% 1.5% 3.1% 0.8% 100.0% 
Po oe ee 33 3.6 2° 28 4268 ee 
— 6.1 4.5 SS wo TO ee eee 
"Ronn eee waa ee 2.6 Tess Sa 
ee ee 53 3.1 33 2° ae 
‘oe |e 3.1 4.8 57 ee eS 
a eee ia - SA. | Sete so pe ee eee ee 
Biber GR 7.8 Ad 3.7 Tae ee 100.0 


from repairs than do the larger stores. Watches are 
relatively more significant to them, and so is cos- 
tume jewelry. 

Giftwares, plated silverware, leather goods and 
stainless steel] flatware are about the same propor- 
tion of your group’s total sales as they are of all 
jewelry stores’ total sales. 

But stores of your size rely less upon diamonds, 
electrical appliances, sterling silverware, fine jewelry, 
and china and glass tableware than do stores in the 
groups which have larger total sales. 


INTERESTING PATTERNS emerge when you study each 
of the merchandise columns in the chart from top to 
bottom, starting with percentages for the smallest 
stores and finishing with percentages for jewelry 
stores which sell more than $1,000,000 worth of mer- 
chandise per year. 

© Diamonds become a more and more important 
part of a store’s business as its total volume in- 
creases. Note that the percentage of total sales rep- 
resented by diamond sales rises steadily through the 
first seven groups. 

® Watches hold about the same percentage in most 
groups’ business, though their proportion of total 
sales drops a bit in the very largest stores. 

© Repair revenues are highest, proportionately, in 
the smallest stores; then drop in relation to total 
sales through group VI. 

® Costume jewelry follows much the same pattern 
as repairs, dropping in percentage of total sales as 
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the stores’ whole volume increases. 

® Electrical appliances grow in relative importance 
through all of the first six groups, with stores in 
Groups VII and VIII only a trifle below the percent- 
age level of Group VI. 

® Sterling silverware likewise tends to become a 
larger part of business as the store’s annual sales 
volume grows, reaching a peak in Group VII and 
lesser peaks in Groups VIII and IV. 

® Giftwares are of about equal importance to stores 
of all sizes. 

® Fine jewelry does best in the largest stores, 
though it’s a significant part of all stores’ volume. 

© Plated silverware rises in importance to a store’s 
total sales through the first five groups, then drops 
slightly in relation to the total business done in 
Groups VI, VII and VIII. 

® China and glass tableware is of greatest impor- 
tance to stores with an annual volume of $300,000 to 
$1,000,000, though tableware is of course of great 
significance to many smaller establishments. 

® Personal] leather goods are of about equal rela- 
tive importance to jewelry stores of all sizes. 

® Stainless steel flatware grows in proportion to 
total sales through Group VI. 





Part IV, in this series, next month will show in | 
further detail how your business looks to your sup- | 
pliers. It will reveal the importance of stores in | 
your group, in the distribution of diamonds, | 
watches and ten other lines of merchandise. | 











Brides will bless you 

all their married lives 

if you help them coordinate 
their silver, china and glassware 
styles. This is the secret of 


selecting... 


TABLE TOP 


PATTERNS THAT 


HARMONIZE 








by Helen Sprackling 


Mrs. Sprackling (photo at left) 
is one of the country’s foremost 


authorities on table fashions and the 
historical background of china 
and glass. Author of Setting Your 


Table, she was one of the first 
to use the idea of coordination 


in her table settings 








@ ABOUT 20 OR 25 YEARS AGO 
a little group of serious table- 
setters, those who did the glam- 
orous settings in the magazines 
or put on exhibitions, would oc- 
casionally get together and find 
themselves talking “shop.”’ 

The word “coordination” crept 
into the conversation. Its use 
was spontaneous but it was a 
good word and it stuck. It stuck 
so hard that, in spite of the war 
years and dearth of table set- 
ting material, it not only picked 
right up again when the war was 
over but now found itself in the 
promotional vocabulary of sil- 
versmiths and china manufac- 
turers. 

Eventually it reached the re- 
tail end of the line and now there 
is scarcely a jewelry store or 
china department that would 
think of selling a bride-to-be her 
table-setting appointments with- 
out using the word and hoping 
to mean it. And if they don’t 
she probably will, for today, in 
every home magazine she picks 
up, the bride is frequently told 
she must “coordinate” her china, 
glass, silver and linen. 


BUT WHY SO MUCH STRESS on 
coordination? Because the way 
to a beautiful table setting is 
one of good judgement, good 
taste and wise selectivity. Cost 





has little to do with it, for the 
most valuable items in the world 
can be badly put together. It 
goes further than that: the hit- 
or-miss selling of china, glass 
and silver is a method of the 
past, for coordination not only 
sets more beautiful tables but 
gives greater customer satisfac- 
tion. 

So far, fine. But what is co- 
ordination and how do you go 
about it? Webster says it means 
“to combine in harmonious rela- 
tionship, to place or arrange in 
due order or proper relative posi- 
tion.” All very true and beauti- 
fully vague. What is “harmoni- 
ous relation” and “proper rela- 
tive position?” you may well ask. 
And how do you begin? 

It is easier than you think. 

Coordination of the table top 
is based on a few very simple 
basic principles of design and 
color, and the more you practice 
them the easier they become. 
They become as much a matter 
of habit as selecting the right 
necklace and earrings to go with 
a certain gown. 

To begin with you have to 
have a theme or a motive—a 
point of departure, something to 
give you a cue. It may be a china 
pattern, a particularly handsome 
glass, or a new silver pattern 
just arrived. Generally speak- 


Left—A dessert setting 

uses Gorham’s “Celeste” with 
Franconia’s “Barcarole,”’ 
standing out against 
undecorated linen mat 
Right—An elaborate pattern 
in Lunt sterling is set 

off by Franciscan’s “Palomar 
Green” china and Baccarat 
green-and-crystal stemware, 


on plain Irish linen damask 


ing, however, start with the 
china first. With its color, shape 
and pattern, it is the most out- 
standing item on the table top 
and so it should dictate the bal- 
ance of the setting and the com- 
plete table picture. And for this 
Same reason a customer who has 
selected none of her appoint- 
ments should begin with her 
china if possible. 


WITH YOUR CHINA PATTERN to 
start you off, place the plate on 
a plain color. Avoid lace cloths 
and high-sheen rayon damasks; 
for display purposes they dis- 
tract from the design of china, 
silver and glass. They are too 
busy. Color, on the other hand, 
plays up the china’s pattern and 
acts as a foil for it. For ex- 
ample, take Lenox’ “Kingsley”’ 
or “Princess.” Note the touch of 
brown in the flower petals, the 
tiny yellow center in each flower. 
Place the plate on a brown linen 
mat or, if you prefer, on a pale 
vellow (avoid a harsh, bright 
yellow) cloth and add a brown 
napkin. Immediately it brings 
out that particular color in the 
china pattern and directs atten- 
tion to it. Proceed in this way 
with every china and earthen- 
ware pattern you have in stock. 
Find the color or colors—usually 
there are two or three—that do 


the most for each one. When 
you are selling show the pattern 
on its advantageous colors. Color 
is a vital ingredient in coordina- 
tion and you can make it a pow- 
erful sales factor in your behalf. 
Let me digress for a bit of 
advice: Invest in a supply of in- 
dividual place mats in every type 
and color to suit your need. For 
table-setting exhibitions you can 
borrow cloths, giving credit of 
course to the source, but for gen- 
eral selling and display, mats 
willdo. The investment will pay 
for itself many, many times. If 
you do complete settings for dis- 
play, it would be wise to own 
three or four cloth or mat sets. 
Generally speaking, avoid white. 
It does not go well with cream- 
colored American chinas, it is 
cold with silver, and only rarely 
is it an effective selling factor. 
Today color is acceptable on even 
the most formal of tables; yes, 
even on a _ wedding - reception 
table. Pale, delicate tints. 


NOW FOR THE SILVER AND GLASS 
to go with our “Kingsley” or 
“Princess” plate and the selected 
background. There is a formula 
for coordinating a complete 
place setting that will seldom 
fail you: Choose two patterned 
items, two that are plain. You 
have already selected a patterned 








china, placed it against a plain 
background. Now add a plain 
silver. The rythmic sterling pat- 
terns such as Towle’s “Contour” 
or Reed & Barton’s “Silver 
Sculpture” or  International’s 
“Silver Rhythm” are excellent 
with most patterns on the coupe- 
shape plate. For a rimmed plate, 
more traditional in feeling re- 


gardless of design, select a plain 
traditional silver such as Reed 
& Barton’s “Pointed Antique” or 
“Reigning Beauty” by Heirloom, 
which is so simple that it can 
be classified here as plain. Now 
select a glass with pattern in it. 
Not too elaborate; one in the 
character of the design on the 
plate. There are any number of 








simple, floral spray cuttings that 
will be harmonious with “Kings- 
ley” or “Princess.” You can even 
find a couple of goblets that will 
have been especially designed to 
match. 

And that brings me to an im- 
portant point that is wise to 
learn early in the game: Match- 
ing isn’t necessarily coordinat- 


Above—In the grand manner, Spode’s 
“Gainsborough” with Wallace’s 

“Sir Christopher” sterling on a 
damask cloth. Pitcher and tumblers 
strike note of simplicity. Right— 
International’s “Silver Rhythm” 
sterling coordinates with Lennox’s 
coupe-shaped china, Bryce’s red- 
bowled stemware and plain place mat 


in a hue borrowed from tiny center rose 











ing. Anyone can simply match, 
but too much of the same design 
is dull and monotonous. We have 
galaxies of stars illuminating 
flatware, china and goblet, each 
item beautiful in itself, and put- 
ting them together would seem 
a “natural.”’ We also have roses, 
beautiful ones, adorning china, 
embossed on silver, etched or 
cut into goblets. Then there are 
leaf motifs, formal laurel 
wreaths and countless other de- 
sign ideas that start with one 
item and are echoed in the other 
two. They would seem to slide 
together into a table setting as 
easily as your key slips into your 
car. But restrain yourself. If 
roses on the china pattern seem 
ideal with a rose-patterned sil- 
ver, choose a plain goblet. If you 
prefer to add the rose in the gob- 
let then coordinate both china 
and glass with a harmonious 
(not matching) silver pattern 
and put all three on a preferred 
color. Here, if ever, is the place 
to remember “two figured, two 
plain.” 


BUT SUPPOSE A CUSTOMER comes 
in with her heart set on a cer- 


tain silver pattern. She has 
bought several pieces of it on the 
club plan and now, about to be 
married, she wishes to select her 
china and glass. How do you co- 
ordinate from here? Basically 
the idea works in reverse; it all 
depends upon the design of the 
silver. First, classify its gen- 
eral character. Is it rich, formal 
and elaborate, like Interna- 
tional’s “Richelieu” or Reed & 
Barton’s “Francis the First’’? Is 
it a classic that fits almost any- 
where such as “Old Master” by 
Towle, “Camellia” by Gorham, 
“Rhapsody” by International? 
Or does it belong to the contem- 
porary group with the rhythmic 
or square-end handles? If the 
silver pattern is in the latter 
group, coordinating the china 
and glass will not be difficult. 
For this category of silver pat- 
terns, usually plain or nearly 
so, combines effectively with the 
coupe shape and with most of the 
coupe patterns as well as with 
the solid color Franciscan En- 
cantos. The goblet for such a 
combination should be contem- 
porary in shape, “Continental’”’ 
by Imperial, “Chalice” by Fos- 
toria, for example; and if you 


use a solid-color plate without 
any pattern you could afford to 
have a cutting such as “Dawn” 
by Tiffin, “Druid” by Duncan 
and Miller, “Sonata” by Seneca. 
And don’t forget to arrange 
your ensemble on a revealing 
color. 

If the customer has chosen an 
elaborate or heavily embossed 
silver, here is an excellent spot 
for a formal gold- or platinum- 
banded china either in the tradi- 
tional rim or, yes, the coupe 
shape. (Though we call the latter 
shape “modern,” this plate with 
a rimless curving edge was in 
actual use centuries ago in 
China. And Castleton’s “Muse- 
um” shape, which once seemed 
so ultra in its contemporary feel- 
ing, had its inspiration in age- 
old Chinese porcelain forms.) 
So when the coupe plate is free 
of pattern, it combines hand- 
somely with rich, heavy silver. 
The point, of course, is to play 
up the elaborate silver by the 
contrasting simplicity of the 
china. Perhaps you know that 
old decorating rule — when the 
upholstery and curtains in a 
room are figured, keep the walls 
and floors plain, or if you use 





Above—Example of “two patterned items, two 
plain’—Reed & Barton’s “Tara” and Franconia’s 
“Argent” china pattern harmonize with Imperial’s 
undecorated “Etiquette” stemware and the plain 
place mat. Below—Community’s “Twilight” pattern 
in silverplate and Koyal Doulton’s pink “Debut” 
pattern combine with Fostoria’s amethyst-bowled 


stemware and lacy cloth 


figured wall paper, the draperies 
should be plain. 

It’s the idea of the figured 
area setting off the plain area 
and it works as beautifully on 
the table top as it does in a room 
scheme. Other choices in china 
would be those with solid-color 
rims, gold or platinum banded, 
possibly with a stylized wreath 
on the verge of the rim. With 
such a combination you may 
show a brilliant cutting in the 
goblet; but if you use a strictly 
plain goblet or one banded in 
gold or platinum to match the 
plate, then you may place the 
group on subtly figured Irish 
linen damask, a small all-over 
lace design or a hand-embroider- 
ed, appliquéd or cut-work cloth 
or mat—the complete formal en- 
semble. Most important, how- 
ever, to keep in mind: the less 
design competition you give such 
a silver pattern, the more its 
beauty will stand out. Everyone 
will really know it is there. 

In the classic middle group, in 
which so many silver patterns 
fall, there is much leeway. Their 
gentle scroll and floral motifs 
adapt themselves to similar 
gentle motif in the china design. 
Such silver is excellent with 
such china shapes as Castleton’s 
“Pearl Edge” with its slightly 
scalloped rim embossed as 
though circled in small pearls. 
With a plain-color-rim china, the 
design becomes more dominant 
and may then be emphasized by 
the goblet. The simple floral 
sprays and encircling wreaths, 
classics in themselves, are very 
good here. 

Besides color and design there 
are other important things 
which one should know about 
this business of coordination. 
Suppose a customer has a very 
definite decorative background 
into which she wishes to have 
her table top fit. If, like many 
a young person today, she says 
“modern,” ask her what is her 
furniture to be. We will assume 
it is going to be in a blonde 
wood, simple and restrained in 
design. So, as usual, turn to the 
china first if possible. It should 
be on the coupe shape, simple 
and uncluttered, perhaps only a 
motif off center and at one side 
of the plate. Or suggest solid 
color with a platinum or gold 
edge. Or a solid-color-rim plate. 
The essence of modern decora- 











tion on the table top and else- 
where is determined by its sim- 
plicity in form and design rather 
than any special name attached 
to it. 

The silver follows logically— 
one of the rythmic or severe 
square-end handled patterns, you 
say. Fine but you could also sug- 
gest one of the absolutely plain 
silver patterns which, although 
they are classed as “antique” or 
“colonial,” they are as timeless 
and modern today as they were 
in the period they are supposed 
to represent. 

The glass follows the same 
trend—emphasis here on form, 
but if design is requested stay 
away from the orthodox and se- 
lect types such as Bryce’s “Gal- 
axy,” “Druid” by Duncan and 
Miller, “Celeste” by Seneca, 
“Dawn” by Tiffin or Fostoria’s 
“Stardust.” Then put the com- 
bination on an unusual color— 
gray, chartreuse, ivory with 
threads of gold or platinum 
(matching the china), aqua, 
even black. If the complete place 
setting is devoid of pattern, 
place it on a striking printed 
linen or a striped or checked 
fabric. 


BUT SUPPOSE THE CUSTOMER 
ISN’T “MODERN.” She is proud of 
her 18th Century mahogany. 
Then what? We had no Ameri- 
can chinas in those 18th, early 
19th-century days so you will be 
quite authentic if you turn to 
Royal Doulton, Minton, Spode, 
Royal Worcester, Wedgwood, to 
mention some of them. Many of 
their patterns are reproductions 
of early ones and are appropri- 
ate to this type of background. 
Wedgwood’s “Queensware” set 
many American dinner tables 
after 1759 (when he started out 
for himself) and Spode’s “blue 
printed” earthenwares were an 
early forerunner of the quanti- 
ties of that type of ware that 
were to flood this country after 
the War of 1812. 

Add a Waterford-type cut 
glass. Waterford in those days 
was Irish glass, brilliantly and 
beautifully cut. But much such 
glass also came from England 
as well, and in the early 19th 
century was also made in this 
country after English designs. 
Today cuttings of this type are 
usually referred to commercially 
as “Waterford-type.” (Water- 


ford glass is, of course, being 
manufactured again at the old 
town in Ireland.) Appropriate 
types of silver are the plain ones 
designated as colonial or antique 
in design, the shell-tipped han- 
dles and the gadroon edge. Al- 
most every silversmith has at 
least one or two such pattern 
types in his line. Linen damask 
was the fine table covering in 
those days, and you can display 
a period-coordinated ensemble 
either on that or on a plain linen 
mat with a simple scalloped 
edge. 

A little later in period feeling 
are the underglaze printed wares 
with scenes historic and bucolic, 
reproduced in deep blue, in deep 
pink (red), light blue, sepia and 
sometimes lavender. Often these 
are referred to as “Stafford- 
shire.” Originally these came 
from England (1820 to 1850) 
and consequently are a natural 
tie-in both historically and tex- 
turally with reproductions of 
early pressed glass (which be- 
gan about 1825) sometimes des- 
ignated as “Sandwich” and 
sometimes quite mistakenly as 
“Colonial.” Silver should still be 
plain, such as_ International’s 
“1810.” 

Display such a setting on con- 
trasting colored mats, heavy in 
texture and coarse in weave and, 
if you wish, add a napkin in still 
another color. A soft yellow or a 
creamy white is charming under 
a deep-blue printed earthen- 
ware which you could match 
with a deep-blue napkin. See 
how handsomely brown will go 
under the deep-pink printed 
ware; here add a cream colored 
napkin. 

In dramatic contrast to the 
foregoing is the setting in the 
grand manner, formal, elegant, 
which calls for silver candelabra, 
silver hollowware and other for- 
mal accessories. To _ illustrate 
such a setting we might begin 





with Franciscan’s “Renais- 
sance.” Because of its delicacy, 
the pattern can stand emphasis, 
and coupling it with a silver, 
such as “Stradivarius” by Wal- 
lace, does the trick. Add a glass 
that is plain, fine in quality and 
long stemmed such as Imperial’s 
“Etiquette,” Fostoria’s irrides- 
cent “Rainbow” or “Astrid” by 
Seneca. Place all on a sheer 
organdie with an applique of fine 
linen and in a delicate color such 
as gray, pale yellow, ecru, ivory 
or dusty pink. A setting such as 
this illustrates another basic 
principle of coordination: con- 
sistency in quality. A fine china 
and a well wrought silver de- 
mand a sparkling lead hand- 
blown goblet, all to be placed on 
equally fine material. Each item 
not only has to be right in itself 
but right for the others. You 
cannot think of the plate on the 
table without the glass that is 
to accompany it, without the 
knife and fork that will lie along 
side it and the fabric that will 
go underneath them all. 

If you are a novice at coor- 
dination, proceed on the theory 
that like seeks like, and that you 
would no more put a heavy 
pressed glass with a fine china 
plate than a bride would wear 
sport shoes with her satin wed- 
ding gown; that coarse weaves, 
rugged glassware, sturdy pottery 
are in good company; that deli- 
cacy belongs with its own kind, 
and that the smooth, even regu- 
larity of machine-made items is 
better not coupled with that 
which is obviously hand crafted. 
Like all good theories these ad- 
mit occasional exceptions, but 
they are not to be worried about 
here. As you grow in experience 
you may meet them or you may 
not. You are off to a good co- 
ordinating start if you work 
along the lines given here. Your 
own imagination and ingenuity 
will do the rest. Rae 
















































































The Revival of Romance in Rings 


by Jerry Gewirtz e ROCK ’N ROLL exits for calypso; boogie-woogie bows to Belafonte; easy, effort- 
oe less lines in clothes make way for a new and overpowering “enormous elegance’”’ in 
, ready-to-wear for both men and women. 
The nostalgia of the My Fair Lady look, the glance back to the Thirties that 
characterized the last few seasons of apparel fashions have inspired upcoming 
styles that are even more appealingly feminine, more elegant! 


It’s “more elegant” for the men, too. 
PLEASE TURN TO PAGE 82 
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Next month Jerry Gewirtz 




























































will tell more about the 
new rings—and you'll see 
: 
another portfolio of inter- 
esting designs 
8 
9 
















































































PROFILE ON PRECIOUS] 


1 “Whirlwind” ensemble by Krementz & Co., Newark, combines garnet, amethyst or green tourmaline with modulated 
band of gold. Ring, $70; earrings, $115; brooch, $120. 2 From Jones & Woodland Co., Newark, comes this onyx and 
gold ring to complement this season’s conservative men’s suitings. 3 Now is a time for simplicity in design, says A. 
Jaffee & Son, New York, offering this classic mounting for the opal, surrounded by diamonds. 4 Church & Co., Newark, 
presents a large amethyst and eight full-cut diamonds mounted in 14 karat gold and platinum. $650. 5 Diamonds are 
set like stars in this matching set from Krementz & Co., Newark. Ring, $90; links, $87. 6 Pearl-shaped ring-watch by 
A. Blumstein, New York, is outlined with diamonds, set in palladium. $285. 7 Simplicity distinguishes this sapphire 
diamond cluster ring presented by Barnett Robinson, New York. $2550. 8 Dome shapes in 14-karat yellow gold by Jabel 
Ring Mfg. Co., Irvington, N. J. With diamond, sapphire, ruby and emerald, $212; with diamond and sapphire, $150. 9 
Jerome Richheimer, New York, sets a 20-carat star sapphire in the simple elegance of platinum and diamonds. $3000. 10 Two 
creations from Oscar Heyman & Bros., New York. One is a checkerboard cluster of sapphires and diamonds. The other 
is a twin ring, using baguettes and brilliants to border a sapphire and diamond in marquise shape. 11 A 13.73-carat 
star sapphire mounted in modern classic platinum shank with two tapered baguettes. Made by Barnett Robinson, New 
York. $1500. 12 Jacob Mehrlust, New York, offers an eight-carat gem emerald bordered with scrolls of baguettes. $40,000. 


All prices keystone. 
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by Virginia Dixon 


This way to summertime dining 


...and more sales volume for your store 
in pottery, glassware and stainless flatware 


° “IT’s SUMMERTIME and the living is easy” and entertaining is as informal 
as Mama can make it. No matter how hot the weather, guests—some 
bidden and others not—drop in frequently. Even the family seems to 
require more than the usual amount of refreshment service. Happily, 
today’s trend toward easy, informal living makes the lot of the hostess 
a happy one. 


Starting with early summer, be sure your windows play up this theme 
of informal entertaining. Display gay, colorful pottery and earthenware, 
sparkling glassware for cool summer drinks, smart stainless-steel flat- 
ware patterns and anything from your appliance department which can 
make cooking simpler and easier. 


Combine this merchandise with pretty linens, cool looking ferns, ivy and 
other greenery. Use unusual flower arrangements and pictures of in- 
formal table settings from the women’s magazines. Make your windows 
look refreshing and inviting with cool clear colors and summerlike 
accessories. 


MORE SKETCHES ON PAGE 60 


Pitchers, punch bowl, trays, glasses and 
similar items are featured in this display 
for “The Service of Summer Coolers.” A 
giant thermometer serves as a background 
for an assortment of beverage glasses on 
shelves which make the temperature mark- 
ings. Preserved natural ferns make attrac- 
tive background decoration, and groupings 
of merchandise are shown on rectangular 
elevations covered in pale green fabric. 
Background and floor covering should be 
white or light beige and the thermometer 
should be painted in red and black. If you 
have any small snowmen left over from 
your Christmas displays, they would add 
an amusing note. 

The thermometer should be simple to make 
for a carpenter or you may be able to put it 
together in the store. Shelves need not be 
heavy to hold the glasses. The edges of the 
shelves should be painted black. The fern 
should be available from a florist or from 
a display supply house. Garrison-Wagner 
Co., 2108 Washington Ave., St. Louis, in- 
cludes such fern in its spring and summer 
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Use These Diamond Mining 
and Cutting Photographs to 





promote your diamonds 





‘.20 photos FREE 


£ 
\ 


¥ This is an interesting, informative diamond photo set, telling 
the story of diamond mining and cutting. 


Twelve pictures on diamond mining now include scenes 
showing new equipment and recovery processes at the new 
Premier Mine. 


Eight pictures on diamond cutting outline the step-by- 
step progress from rough to gem. 


These graphic, on-the-scene photographs can be used in 
window displays, store displays, and as diamond lecture ma- 
terial. They'll help you promote and dramatize your diamonds. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 230 East Sandford Boulevard, 
Mt. Vernon, New York. 
Tve an with the National Diamond Promotion 


... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Old-fashioned rattan blinds are being replaced these days with graceful matchstick draperies 
and curtains which come in natural colors. They can also be painted. For summer windows 
they make excellent background coverings. They are sketched here with china and glassware 
for summer entertaining. The draperies are pulled partly open to show an enlarged photo- 
graph or drawing of a modern dining area. A colorful flower arrangement in a basket con- 


tainer is shown to the right, and three place settings are arranged on woven straw place 
mats. “Accessories for informal! dining’’ theme is pointed up by the illustration against the 
background. You should be able to find a suitable illustration in a decorator magazine. 


*atio or porch dining is suggested in this display with colorful casseroles and salad bowls, 
carafes and beverage services, a gay awning, brick wall background and a handsome potted 
plant. The brick wall can easily be put together with the new plastic-brick veneer which 
can be found in most paint and hardware stores. These veneers are handsome even for use 
in the home and can be used to excellent advantage in displays for wall coverings or they 
can be built into elevations. They come in a number of patterns and colors. The awning 
may be a paper one, or regular awning canvas can be suspended across the window ceiling 
with the scalloped border against either the background or the plate glass. The flooring 
might be grass cloth or a tile-patterned paper. Merchandise is shown on the floor and on 
modern table-like elevations. 




















Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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DIAMOND 
PLATINUM 


acdlels 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 


bracelets . . . offering a wide 





range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address inquiries Dept. K-53 
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Diagrammatic view of the new 
Cargille-Allen Refractoscope, an 
instrument for identifying gems. 
Set includes six index-of-refraction 
oils, nine specific-gravity liquids 
and other accessories. Illustrations 
courtesy of R. P. Cargille Lab- 


oratories, Inc., New York. 








What gemmologists should 


know about a new 


gem-testing instrument, the 


REFRACTOSCOPE 


by Dr. Frederick H. Pough, gem consultant to JC-k. 


e IT IS VERY SELDOM that the jeweler is offered 
a new kind of gem-testing instrument; thus the 
opportunity of announcing one, the Cargille-Allen 
gem testing set, to readers of JC-K is welcome. 
Unfortunately, it cannot be recommended to all 
of our readers. The expense and complexity of 
bottles, beakers, batteries and bulbs make it a 
wise investment only for our more serious stu- 
dents of gemmology. 

There are times when a jeweler with only the 
usual instruments, the refractometer and the 
polariscope, remains uncertain about the identity 
of a stone. Is it a pinked topaz, for instance, or 
a pink tourmaline? He needs some other test to 
clinch his identfication. Specific gravity is the 
obvious answer, although the usual calculation 
(weight of stone in air divided by the difference 
between its weight in air and its weight in water) 
is not everyone’s meat. 

The Cargille Specific Gravity Liquids are 
strategically allocated to solve these gravity 
problems and to facilitate the critical separa- 
tions that are sought. However, before a jeweler 
reaches the point where he resorts to this, he must 
have considerable knowledge of gem stones and 
their properties. The density liquids, plus the 
Refractoscope, are almost a complete gem-testing 
laboratory by themselves, and in the hands of an 
expert would be both fun and useful. But the 
set is too costly ($225) for the beginner, for 
whom the refractometer and the polariscope make 
better first choices. 


THE CARGILLE-ALLEN SET consists of a combi- 
nation of a glass cell that will hold a refractive- 
PLEASE TURN TO PAGE 64 
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A ‘LINDE’ STAR SHOWN IS A‘ 


- 


That’s because ‘Linde’ is the jewel that sells itself through 


its own exciting beauty. Every day, more and more 
women (and men) discover that ‘Linde’ Stars 


have the brilliance of fabulous gems — at a price 
. o 
LIN DE 


within easy reach. So when you design 
jewelry for the fashion-conscious — whether 


pods 


rings, bracelets, necklaces, earrings or cuff links 
— remember that a ‘Linde’ Star shown 
is a ‘Linde’ Star sold! 


MADE BY | 
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LINDE’ STAR SOLD! 
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A: Mirrored image of three stones im- 
mersed in oil with refractive index of 1.63. 
Topaz (index 1.63) is invisible except for 
color and faint border. Citrine quartz, its 
1.55 index being lower than that of the oil, 
shows strong facet lines. Peridot, with its 
higher index (1.68), acts as a condensing 
lens to focus light within image of stone. 


B: Three other stones in liquid with re- 
fractive index of 1.55. Quartz, which has 
same index, is invisible except for dark area 
indicating a flake flaw. Topaz, with higher 
index (1.63), focuses the light within it. 
Small glass stone with low index shows 
dark facet patterns. 


C: The same stones and medium, but with 
crossed polarized light. Both quartz and 
topaz polarize, but the glass does not. No 
matter how it is turned the glass stone re- 
mains dark. Position of the stones is slight- 
ly different from that in the other photo- 
graph. Flaw in the quartz shows up as dark 
area. 


FROM PRECEDING PAGE 

index liquid, mounted on a stand with a light 
above and a “viewing screen” below. In principle 
it utilizes the “‘Becke-line” tests long used by 
microscopists to determine relative refractive 
indices of a solid in a liquid. The second feature 
is a set of heavy liquids for the determination of 
density by immersion. While this is a separate 
and entirely different method of testing from in- 
dex determination, it is related to the Refracto- 
scope by its use of some of the same liquids 
(liquids high in index are also high in specific 
gravity) and the supplementary information ob- 
tained. 

In many cases, either the refractive index or 
the density will determine the gem stone, so both 
facts will not be necessary. Some of the density 
liquids are extremely poisonous thallium com- 
pounds, mixtures known as Clerici’s solution; 
so great caution should be observed in their use 
and storage. 

A booklet accompanies the set, explaining test- 
ing procedure, with tables for the identification 
of stones. The principle is one of elimination; a 
stone is found to be one of a group of possibili- 
ties, all higher than one refractive index or den- 
sity, and lower than another. This narrowing of 
the field, plus ordinary intelligence and eyesight 
to tell if a stone is green or pink, will settle most 
of the problems. 


DETERMINATION of refractive index follows 
the traditional methods of optical mineralogy on 
a megascopic scale, that of matching the index 
of the unknown stone with a succession of liquids 
whose light-bending power is known. B. W. An- 
derson, of the London Chamber of Commerce 
Laboratory, has been using these methods for sev- 
eral years, but on a less ambitious and convenient 
scale than is possible with the new Cargille set. 

The principle of refractive-index determina- 
tion in this way is one of matching a liquid with 
a solid. When the stone is colorless, an identical 
refractive index would make it invisible in the 
liquid. When a stone’s index is different from 
that of the liquid, the stone’s outlines can be 
seen. The more different the indices are, the 
more apparent the outlines become. In air, with 
its refractive index of 1, it is difficult to see 
into a faceted stone at all; that is the purpose 
of the faceting. The higher the index of the 
surrounding medium, the more easily one can see 
into and through the stone, until one liquid is 
found that matches perfectly. Then, if other 
liquids have still higher indices, the stone again 
becomes more and more apparent in the liquid 
as we go away from the matching medium. By 
immersing the stone in a series of such liquids, 


each with its known index, we can match (and 
PLEASE TURN TO PAGE 66 
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IHE REFRACTOSCOPE (from page 64) 


determine) the stone rather precisely. 

It would be possible to pour out liquid after 
liquid and run a stone down this way, starting 
with a random liquid of a medium refractive in- 
dex, and see whether, by going higher or going 
lower, we get the effect of greater transparency. 
This would certainly make a lot of unnecessary 
trouble, however, for what we want to know from 
the very first test is whether the stone is higher or 
lower than the first oil we try, so that, with one 
test, we can eliminate all higher or all lower 
liquids from consideration. This is where the 
“viewing screen”’ finds its use. 


THE “BECKE-LINE” PRINCIPLE, a shadow line 
that outlines a stone immersed in a liquid, which 
converges or diverges as the microscope tube is 
raised or lowered, finds its application here. It 
is based on the focussing or lens effect of a min- 
eral grain, or the gem stone, has the effect of a 
is traveling in more or less parallel rays. The 
effect of the different refractive index of the 
mineral is either that of slowing up and bending 
inward the rays (when the stone is higher in 
index than the medium), or speeding up and 
bending outward the rays (when the stone is 
lower in index than the medium). Thus the min- 
eral grain, or the gem-stone, has the effect of a 
double convex lens, focussing a spot of light a 
short distance below the stone when the refractive 
index is higher than that of the liquid, leaving a 
dark rim to frame it. If, on the other hand, the 
index is well below that of the liquid, then the 
light spot is strongest when the screen is closest 
to the cup and becomes increasingly spread as the 
screen is lowered (see diagrammatic view). 

One of the most interesting effects that we can 
obtain with this part of the apparatus is the 
blue-yellow line that we can see around stones 
when the index is close to that of the liquid. The 
strategic separation of the index liquids into 
stages that closely match some of the more im- 
portant stones makes the observation of this 
effect more frequent than is normal in micro- 
scopic work. In gem testing, we work with a 
relatively small variety of stones and, conse- 
quently, when we make our educated guesses 
about stones (let’s say we guess it to be either 
quartz or topaz and then immerse it in the 1.55 
of the 1.63 liquid), we will have a 50-50 chance 
of seeing the colored border and the lack of strong 
contrasts that characterize a grain that is im- 
mersed in a liquid with a closely matching refrac- 
tive index. Rotation of the cup, to get upper and 
lower limits of the double refraction and the fact 
of double refraction, as well as any dichroism in 
colored stones, gives an additional set of facts to 
add to our knowledge. 
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The Refractoscope with its ground-glass view- 
ing screen below an immersion cell is only half of 
the Cargille-Allen testing outfit. An equally im- 
portant part, responsibie for much of the cost, is 
the set of density liquids that permits the user 
also to narrow the choice by a specific gravity 
determination. 

For these determinations there are three glass 
cups and a series of heavy liquids. The tables at 
the end of the booklet list the sink-or-float ex- 
amples in a way that is readily understood. Every- 
thing above a given liquid’s density will float, 
while everything below it will sink. Consequently 
it is not difficult to narrow the choice of almost 
any problematical stone, and in many cases no 
additional confirmatory tests will be needed. One 
can usually be reasonably sure of the identifica- 
tion of a jewelry stone from its approximate 
density and its crystalline character. Crystalline 
character with refractive index will also give the 
identity of most stones. 

The reason for tying together refractive index 
and density tests is obvious; for heavy liquids, 
up to a point, are also index liquids. In fact, some 
years ago the writer encountered a problem that 
the user of this set will also run into, for some 
of the high-index (methylene iodide) liquids are 
denser than low-index stones like quartz and 
beryl. So instead of submerging a stone in liquid, 
the better to see into or through it, the user is 
likely to find his unknown floating on the surface. 

The chief drawback to the general use of heavy 
liquids is their poisonous character. However, if 
the user is careful (for that matter, who would 
choose to drink the theoretically non-poisonous 
methylene iodide?), promptly cleans up any 
spilled liquid and washes thoroughly after using, 
the thallium compounds present no great danger. 

The Refractoscope and the density liquids have 
other drawbacks in addition to the poisonous 
nature of the thallium compounds. Pouring the 
liquids back and forth is not only inconvenient; 
it wastes material rather rapidly and if many 
tests are made, it will soon be necessary to order 
replacement liquids. One must be very careful 
to clean out the cup thoroughly and to avoid leav- 
ing lint to get into the succeeding liquids as thev 
are poured back into their containers. 

Double refraction is easy to determine when 
the stone’s index is close to that of the liquid, but 
when it is far from it, one is likely to be confused 
by a convergent effect on the rays, which are 
turned slightly to partial vibration in another 
plane even when the material is glass. When the 
stone is close in index to the liquid, double refrac- 
tion is very clear, but the test must be made in 
such a liquid. This means another messy cleaning- 
and-pouring job just to determine the nature of 
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THE FLOWER OF PRECIOUS JEWELRY 


Whether their means are small or great, your customers 
will find a range of fine jewelry to satisfy their 
most discriminating tastes in creations by the House of Heyman. 
It may be a single magnificent piece worth thousands of 
dollars or superlative jewelry more modestly priced. Cultivate 
this sizable market with original concepts in precious stones 


and platinum and unique remounting of heirloom pieces. 


642 Fifth Avetue, New York 19, N. Y. 


Necklaces—$1,000 and up; Braceiets—$550 and up; Rings Wedding @nd Guard—$75 and up; Fancy Rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 








Strange 


fragments from 


Lobster Land 


If you’re located in a resort area, don’t forget 
that tourists will be interested in seeing some- 
thing “different” in your windows as well as 
everywhere else this summer. 

This story tells how one retailer Down East 
woke up to the display possibilities inherent in 
the commonplace things all about him. Being 
located on the shore, he went on a personal beach- 
combing expedition and brought back curious 
local odds and ends with which to dress his win- 
dows—jimcracks and junk, if you like, but pic- 
turesque. And above all, different. 


® ELLSWORTH, MAINE, a Hancock County town 
of only 4000 people, buzzes with activity during 
the summer months when hordes of tourists 
throng it on their way to Bar Harbor, Mt. Desert 
and Acadia National Park—a stream of poten- 
tial profit day after day pouring straight past 
the door of Albert Behr, jeweler. Mr. Behr had 
to make these people stop and come in. 

From the beach he brought home pailfuls of 
sand, odd chunks of driftwood and an old lobster 
buoy; and in a deserted barn he found an ancient 
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This “Davey Jones’. locker” theme stonned vacationists. 


cart wheel. He got a local artist friend to furnish 
him with backdrops done to his specifications 

.. and then he worked all night. 

Next morning the stream of traffic slowed down. 
Cars were parked. Men and women got out and 
walked up to the windows. 

In one, against a marine background, they saw 
sterling silver sea horses, anchors, lobsters and 
lobster.traps emerging out of the driftwood and 
depending from the buoy; and pottery lobster 
claws, silver and gold charm bracelets, and im- 
ported Spanish jewelry, all authentic area pieces, 
sprouting from the sand. 

In the other window, against a rustic Maine 
farm scene, they saw the quaint and astonishingly 
beautiful cart wheel, adorned with watches and 
watchbands; and on the floor of light-green satin 
cloth, scattered with casual artistry, a variety of 
other jewelry items interspersed with Hummel 
figurines—children, roosters, dogs and cats, a 
horse. 

They chuckled—and came into the store. Mr. 
Behr’s business mounted to an all-time high. 

by Hale G. Joy 
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WHAT IS THE DIFFERENCE 
BETWEEN 
AND THIS DIAMOND? 


This is a completely polished Circle of 

Light Diamond. Even its edge is a con- 

tinuous circle of fire. This exclusive 

technique magnifies its brilliance and 

enhances its beauty. It makes all Circle | This is an ordinary diamond that is only 

of Light Diamonds look larger and more | partly polished. It has a dull, grey edge 

expensive, too. that dims its sparkle and detracts from 
its beauty. It looks smaller because its 
full brilliance has not been released. 
And because it is only partly polished, 
its value is far less. 


ONLY 


BAUNMGOLD 
O7-N NER CIAVA =m 40) 6 D)PAN LO] Bi 


with the exclusive 


CIRCLE of LIGHI 


This includes our fabulous Jager Blues, emerald-cut, 
marquise, pear, round and heart shape diamonds. 

Baumgold Diamonds sell faster because they have this exclusive 
plus feature and cost no more than ordinary diamonds. 
Available in the widest collection of shapes and 

sizes — to 60 carats and more. 


[J aumcoup BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 


NEW YORK + CHICAGO * LOS ANGELES * DALLAS * ANTWERP * MONTREAL * TORONTO * VANCOUVER + LONDON - TEL AVIV 
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Every supplier’s representative 
as well as every retail jeweler 
will be interested in reading .. . 


The Case of the Friendly Salesman 


We think there’s plenty of heart-tug in this true 
story of what happened to a friendship. You may 
have had a similar experience. The author owns 
Alpert’s in Elmira, N. Y., with branches in 
Corning and Cortland. Before becoming a retail 
jeweler, he was a salesman himself, “calling on 
the trade” with sales and promotional materials. 
So he knows both sides of the human relation- 
ships which are so important between the sup- 
plier’s representative and the retailer.—Editor. 


® I’VE BEEN IN THE RETAIL BUSINESS now for five 
years. 

While I view each salesman with a bit of wari- 
ness and am on my guard, the good salesman 
finally sneaks through the guard and establishes 
a—well, I wouldn’t say an intimate, but a friendly 
relationship. 

Of course, the salesman represents a company. 
Let’s say the company is the John Jones Watch 
Co. Because the salesman is so pleasant, so 
friendly, so affable, the John Jones Co. enjoys a 
high regard so far as I’m concerned. 

Now this man comes in to me and I don’t buy 
his merchandise. But the second or third time he 
comes in, I break down and buy. And he always 
seems to help me select the right things. He keeps 
saying, “Ed, if I were you, I’d buy this,” or “Ed, 
if I were you I’d buy that,” or “Ed, if anything 
goes wrong, I want to take care of you because 
you’re one of my key accounts.” 


This could be enlarged upon, of course. Any 
salesman worthy of the name is quite familiar 
with the pattern. 

Well then, what happens? The average jeweler 
is called on by, let’s say, 150 different salesmen 
a year. But in a weak moment I invite the guy 
up for dinner or I may even invite him to sleep 
over night in my house, especially if the hotels 
are filled up. These, perhaps, are things you don’t 
know about. They are things that only a small- 
town jeweler is faced with. 

To get on with the story. One day a new young 
man walks into the store and says, “I’m Bob 
Smith. I’m with the John Jones Watch Co. and 
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I’ve taken over this territory from Jack Brown.”’ 
Then he starts to turn on his charm. 


AND MY OLD FRIEND JACK BROWN? He had es- 
tablished a personal, confidential relationship 
with me. He has been switched to a different ter- 
ritory, but he doesn’t even write me a letter. And 
the company doesn’t bother writing to me to 
introduce the new man. 

Now here’s what I’m getting at. I think it 
would pay the company to put out a form letter, 
individually typed, to be signed by the salesman 
who is leaving the territory. It might read some- 
thing like this: 


“Dear Ed: 

“Just a little note to tell you that I’ve 
been promoted, as it were. I’ve been 
given the Hawaiian Islands and Trini- 
dad and I’ll no longer be calling on you. 

“If I had time, Ed, I’d come down to 
shake your hand and say good-by to you 
because I’ve always enjoyed visiting with 
you and coming into your beautiful store. 

“T hope I’ll be able to see you soon 
again, perhaps at the convention in Chi- 
cago or New York. Right now I’m busy 
moving the family to our new home, and 
this will have to be my way of saying 
so long to you and thanks for everything. 

“Oh, by the way, Ed, you’re going to 
have a swell guy calling on you. His 
name is Bob Smith. I’ve told him all 
about you and I’m sure, because you’re 
such a nice guy, you'll work with him 
just the same as you’ve worked with 


9° 


me. 


DON’T THINK I’M NUTS about this. It’s just 
good business. A letter such as I’ve suggested 
would be good business on the part of the manu- 
facturer, good business on the part of the sales- 
man, good business all around. I think it’s a part 
of public relations that any company could 
employ. —Edwin Freed 
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Flatware, china and glass are often sold together 
these days. And they are no more intimately 
related than watches and watchbands. Why 
shouldn’t they be sold together too? David Mul- 
hauser, veteran salesman at Schneider’s Jewelers. 
St. Louis, decided that they should. 


© ORIGINALLY WATCHES WERE DISPLAYED on one 
side of the store and watchbands on the other. 
Mr. Mulhauser was convinced that was a mistake. 

Why, he asked himself, should you sell a cus- 
tomer a watch and then have to propel him to 
some other department or even across the aisle 
to choose a band to go with it? 

Acting on his conviction, he set them both up 
together in a six-foot case just inside the entrance 
to the right-——-50 watches, and each one sur- 
rounded by appropriate bands, one above, one 
below, one to the right and one to the left. The 
results were good from the start. 

A customer can hardly come into the store 








Sells 

Watches & 

Watchbands 
Together! 








Mr. Mulhauser 
shows a customer 
an appropriate 
band to go 

with his watch 


without seeing the display, and few pass by with- 
out pausing to look again. 

A typical gesture is for the shopper to look at 
his own watch. And that, of course, gives Mr. 
Mulhauser a chance to see the sort of band he’s 
wearing and to point out that a new one would 
make that watch look almost brand new. 

The display helps the sale of gift bands, too, 
for Father’s Day, birthdays and Christmas. Be- 
cause the inventory of watches covers almost 
every type, salesmen ask the customer to locate 
a watch of the same style as that of the person 
for whom the band is to be purchased. Then it’s 
simple to pick out a band that goes well with it. 

And in the sale of watches, a man may like a 
certain watch well enough—but not the band that 
goes with it. Mr. Mulhauser quickly invites him 
to choose any other band he may prefer. 

Watches and bands are in all price ranges, and 
the combination display helps the sale of both. 
But especially of the bands. They’re up about 35 
per cent over last year’s volume. 
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another Crowning Imperial Achievement 


the IMPERIAL CROWN 


Plan now for a summer or 
early fall showing and Cultured Pearl promotion for your store! 


A masterpiece in jewelry craftsmanship . . . a fortune in South Sea pearls and 
diamonds. It’s another Imperial first! Valued at over $250,000, the Imperial 
Crown is a treasured showpiece that your customers would travel miles to see. 
The collection of pearls in this crown include the world famous “Queen of the 
Celebes” and other fabulous pearls of unique shapes and hues. Shown in con- 
nection with a proven Imperial promotion, it can bring you unprecedented 
store traffic, sales and profits. Reserve a date now, for a summer or early fall 
showing for your store . . . detailed arrangements can be made through your 


Imperial salesman or when we see you at one of the summer jewelry shows. 


Write for complete information .. . 
IMPERIAL PEARL SYNDICATE, INC. 


World's Largest Importers of the World's Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theater Bidg. Shinjuka, Ku 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


New concepts 

in niountings for 

the summer months ahead. 
They ll help you 

do justice to 

the stones you sell 

and to the sentiment 
behind the sales. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece can be cut out and assembled in a folder. This co!- 
of custom-made jewelry is the sketch, which lection of material should be kept handy for con- 
serves to define the wishes and needs of the pro- sultations with any special-order prospect. With 
spective purchaser and the recipient. To assist in these, the jeweler can quickly determine the kind 
the development of such sketches—and business— of piece and the type of design which will appeal 
JC-K presents each month, these plates, which to the customer. 
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DIAMONDS 
Emerald Cut 
and. Marquise 


DIAMONDS reenter 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 

ag Precious Stones, mounted 

We are always interested in purchasing estates or and unmounted from which 
jewels which your ustomers submit fo you for sale to make your selection. 


JEROME RICHHEIME 


you on your special calls. 
608 Filth Avenue | New York 20, 


le 5-5673 





ot saeglers Hedtngh 


Eor Wires ‘ 
Eor Screws Pierceless Eor Wires 
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Long exposure to the fierce Persian Gulf sun, 
the constant pressure of so much deep diving and 
the scant nourishment demanded by their trade, 
put a severe strain on the divers. Yet they ap- 
pear to be a happy-go-lucky lot. 


Pearl diving is rugged stuff 


No Aqua-lungs—just nose-clips—help the Arabs during two-minute 
trips to the bottom of the Persian Gulf—to recover Oriental pearls 


Use this material next time you show Oriental 
pearls to a customer, or talk about them to a 
club or over the air.—Editor. 


® LISTEN SOMETIME TO THE SOUNDS of men at 
work. You may hear every kind from low, solitary 
humming to raucous claps of laughter, from the 
dull, monotonous din of idle chatter to spontaneous 
bursts of song—or temper. But among the world’s 
breadwinners the sound that pearl divers make 
just before they descend to the floor of the Persian 
Gulf is unique. It is part moan, part whistle, part 


wheeze, and anybody who hears the combined 
effects from many divers all preparing to go 
down at the same time will never forget it. 
Instinct and long experience tells each pearl 
diver the exact amount of air he will need to work 
on the bottom to the safe limit of his endurance 
Contrary to most popular opinion, divers do not 
go down with a full capacity of air, they have 
learned that full lungs make them too buoyant, 
having an effect similar to wearing a pair of 
inflated water wings. Instead, they suck in two 


enormous lungfuls so as to purify their systems, 
PLEASE TURN TO PAGE 78 
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Originally established 1866 







Kahn- Jacobson, [nc. 
ILAMONDS 


608 Fifth Avenue, New York 20, N. Y. 



















Formerly 


L. & M. Kahn & Co. 


F, and Telephone: Clrcle 5-4313 
bh, : ; 32/34 Holborn Viaduct, London 
. Jacobson Bros. Diamond Corp. Cotte: Aibieenn¢ “indian” Stas Deak 

















SELL TWO FOR ONE... 


“AUREOL 


SINCE 1868 








Here is a brand new idea for 


increased sales in your Watch 






Department. Aureole presents the 


“TWO FOR ONE” package. 












A new box which enables 
you to deliver every Aureole 

with a leather strap and an 
expansion band for the one price. 








Get Aureoles with two watchbands 
(leather & expansion) 

or furnish an expansion 

bracelet from your stock. 













A COMPLETE SELECTION OF No matter what you do... 


FINE AUREOLP WATCHES YOU'LL WIND UP “AHEAD” with AUREOLE 
AVAILABLE AT 


OE 2 eae a a a a: a 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 








FOR JUNE, 1957 


Crews of Saudi Arabian pearl divers number about 20 men 
who work in shifts and share in the profits. Half the team rests 
while the others comb the Gulf for oysters. 


CONTINUED FROM PAGE 76 


then expel each gulp entirely. Just before dis- 
appearing below the surface, they will inhale for 
the third time, to the accompaniment of the 
weird moans and whistles, until their lungs are 
half filled, carrying down just enough air to last 
until they bob to the top again. 


THE TECHNIQUE OF DIVING in the Persian Gulf, 
perfected by countless generations of sea-going 
Arabs, is aimed at only one objective; bringing 
up from the sea bed as many oysters as quickly 
as possible to increase the chances of reaping the 
largest quantity of pearls in a given time. 

Every diver during the actual pearling opera- 
tion has an assistant, known as a “puller,” who 
works with him from inside the boat at all times. 
A strong line made from a part of the date palm 
is secured just outside the gunwale to stationary 
oars extending out over the water. The other end 
of the line is tied to a small sling to which the 
pearlers have attached some heavy object such 
as a stone or a kind of sash weight. The diver 
places his right foot in the sling and lets gravity 
—the combined weight of his own body plus that 
of the stone—drag him effortlessly down through 
the water. Once on the bottom he steps out of the 


weighted sling, which is promptly hauled to the 
surface by the “puller” for the next round trip. 

In the meantime, the diver, already using up 
his precious air supply, cannot waste a second 
in getting to work. He snaps into a crouching 
position and, balancing on his left foot, he begins 
his frantic search for the elusive oyster. The 
extremely high salt content of water in the 
Persian Gulf always smarts the eyes of the divers 
working there. They never seem able to accustom 
themselves to the condition, so they usually dive 
with just one eye open to give the other a rest. 
Frequently divers must rely on touch anyway, 
because water at 50 or 60 feet below the surface 
is so murky. Working their way along the bot- 
tom and clawing at anything that feels like an 
oyster shell, the divers fan out in a regular pat- 
tern, propelling themselves over the Persian Gulf 
floor with their left leg on the ground, the right 
one extended and kicking like a frog’s. 


DEPENDING ON THE DEPTH and individual en- 
durance, the average submersion lasts about two 
minutes, which is still a very long time for men 
whose only equipment consists of a nose-clip and 


human lung-power. Breaking the surface all 
PLEASE TURN TO PAGE 110 
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Comprehensive Selections of ey fo eee 
J ne Precious Gna | 


Rubies. Star Rubies L 





Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design .. . 


7) Tq) ” : 
VAY V7 Re ALM SOV, Wa ; 
Formerly Robinson & Sverdlik 


610 FIFTH AVENUE, Rockefeller Center 


New York 20). New York 


Over 35 Years of Service to 


Leading Jewelers of the Nation 








MODERN DESIGN 


enhanced by the t if - cabachon jade 
in this 14K yellow ootd vi ring. Also available 
in onyx and onyx with diamonds. #3047 


The jade used in this ring is beautiful in 
appearance and low in cost, but it is 
artificially colored. Tests indicate that it 
will fade in strong sunlight or if heoted. 
Normal cleaning materials or norma! wear- 
ing conditions should not affect it. 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


th Trade mark registered in US. 8 Canada 
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by Donald A. 


Why not set up a 
TREASURE HUNT? 
It’s lots of fun, 


you ll see... 


But best of all, 


this jeweler says, Treasurer Hunt winners Willard Scarce and Clyde Owen receive their ‘‘booty’’ from Jeweler William L. 


It’s great 
PUBLICITY! 


® ONE RECENT MONDAY MORNING in Danville, Va., radio station WDVA 
broadcast a simple two-line jingle: ““Begin at an intersection, we'll tell you 
where—A complete circle’s degrees, a main thoroughfare!” 

That was the start of a treasure hunt sponsored by Hodnett & Spear 
Jewelers, in celebration of the company’s 50th anniversary. The prize, as 
everybody in Danville knew, would be a $250 watch. 

Immediately, a good share of Danville’s 35,000 people began turning 
their quiet town inside out. They puzzled, they guessed, they wondered, 
they deciphered and they searched. Finally, 17 days and many jingles 
(plus a few false alarms) later, two excited men carefully broke a small 
branch from a tree. 

They examined it, grinned exultantly at each other, and with a rousing 
yell rushed with their possession to the WDVA studios. 

And that was the exciting finish to the “Treasure Hunt.” Since there 
were two winners, each received a $140 Hamilton watch. Here’s what 
happened: 


THE JEWELERS put a polaroid picture of the prize, a man’s or woman’s 
diamond watch, together with a note telling the finder where to bring his 
“treasure,” into a glass tube. Then they covered the tube with black tape, 
to make it resemble a tree limb, and taped it to a small tree. 

The tree, incidentally, was on the site of “The Wreck of the Old ’97,” an 
ill-fated train of yesteryear that plunged over a trestle and was romanti- 
cized in ballad. Indeed, the jingle-clue that ultimately led the two winners 
to the loot was a play on the word Clark, name of the engineer of the 
“Old ’97.” 

When the picture and tube were in place, station WDVA announced the 
“Treasure Hunt.” The first clue, ““Begin at an intersection, we'll tell you 
where—A complete circle’s degrees, a main thoroughfare!”’ told searchers 
that the starting point of the hunt was at the intersection of route 360 
and N. Main St. 

Thereafter, each day WDVA broadcast two or three two-line jingles, 
which advanced the search about a city block. One jingle teased, “See 
twice—a bird of yellow; Pass the home of this fair fellow!”—and that led 
the quest past the home of C. C. Finch, whose name is synonymous with 
Danville’s annual Fair Exposition. A growing list of clues was posted in 
the Hodnett and Speer store window the day following their broadcast 
on WDVA. The prize watches were also shown. 
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One of the last clues intimated that the picture 
was in a tree: “Joyce Kilmer’s poem, now a song 
—Please don’t bark up the wrong!” 

Even people not actually participating in the 
search took delight in deciphering the clever 
jingles. 

Clyde Owen and Willard Scarce, the winners, 
and Hodnett & Speer manager Ralph Hess, Sr., 
were interviewed over the air by WDVA at the 
prize presentation in the store. The “sleuths” 
work together at the local Cities Service Oil Co. 
plant. 

Mr. Hess feels that any Treasure Hunt-type 
idea, if held as a part of some special store event, 
such as their own 50th anniversary sale, is excel- 
lent institutional advertising. 


Propagating Pearls 


The pearl fishers of Borneo are said to preserve 
carefully every ninth pearl they find. They place 
these pearls in a bottle with two grains of rice 
for each stone, believing that by so doing they 
are empowering the pearls to engender and breed 
others. Custom requires that each bottle shall 
have the finger of a dead man for a stopper. 








WHOLESALE 
JEWELRY 
SALESMAN 


We have an opening for a top-flight, experi- 
enced, Wholesale Jewelry Salesman, to call on 
Retail Jewelry Stores in Iowa, Northern Wiscon- 
sin and Upper Michigan. Commission basis; 
drawing account. Wonderful opportunity with 
AAA-1 House. 

The finest and most complete line in the 
Trade—Jewelry, Watches, Diamonds and Mount- 
ings, Clocks, Silverware, Novelties and Appli- 
ances. Liberal Commissions. Our Big Catalog 
“The 1957 Becken Book” brings in mail order 
business between calls. Travel about 40 weeks a 
year. 

In your reply, tell us about yourself, your 
experience, and background, and enclose a late 
snapshot. Also, tell us the approximate volume 
you did, the make and model of your car, and 
whether or not you have been bonded. 

This territory is established, and has been 
traveled regularly. All replies will be held 
strictly confidential. 

Address: The President 
A. C. Becken Co. 
P. O. Box I 
Chicago 90, Ill. 








**America’s Leading Jewelry Wholesaler” 

















DIAMOND 
SHRINE 
BUTTONS 


Here’s just a small 
part of our huge se- 
lection of diamond 
Shrine buttons in 
white gold, yellow gold 
and palladium. All 
the diamonds in these 
superbly designed 
pieces are fine quality 
white goods. Buttons 
illustrated retail from 


$15.00 to $50.00. 





THE NAME THAT MEANS 
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S ROSE STREET, NEWARK 8, N. J. 


MEN”VBER AMERICAN co EM Socierty 
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GRADUATION CHARMS 


ry Jisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher's vast 


charm line for all occasions. 
Why not have the best? They cost no more. 


Order now through your wholesaler 
Catalog on request 


J. M. FISHER CO. °¢ Attleboro, Mass. 


MIKIMOTO 


PEARL CROWN 


1957 GIFT TO NATIONAL CHERRY BLOSSOM FESTI- 
VAL COMMITTEE, WASHINGTON, D. C., FOR AN- 
NUAL CROWNING OF CHERRY BLOSSOM QUEEN 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 
JUDSON 6 6992-3 














THE REVIVAL OF ROMANCE IN RINGS (from page 57) 


One men’s fashion mentor told us: “It’s on the 
quiet side . . . conservative . . . but oh, so very 
elegant.” 

And in this climate of ballads, ballets and 
blooming elegance, one of the jewelers’ most ro- 
mantic creations is taking stronger fashion roots 
than it has in many decades. Colored stone rings, 
sculptured gold finger jewels will this year enjoy 
more kudos than they have since grandma was a 
girl and grandpa courted her. 

Rings, of course, are always right on the right 
hand, but this year no one will afford the luxury 
of being wrong. Men’s fashion books like Esquire 
will underscore the ring that is right for the cos- 
tume. The ladies’ style czars will do the same. 

As if inspired by this timing, the ring makers 
have joined this year to publicize and dramatize 
the importance, beauty and fashion-rightness of 
the ring as part of the well-dressed person’s en- 
semble. 


THE MEN’S RING MAKERS have designed a per- 
fect counterpart to the trend in ready-to-wear. 
Mountings are massive, elegant in ther sculptured 
lines but still simple and conservative. In the 
plain karat gold mountings, without jeweled ac- 
cents, gold enjoys more careful handling, more 
dignity. Engine-turning, carved lines, sculptured 
designs add beauty. Two-tone mountings are used 
frequently to dramatize the elegance of the gold. 

The star sapphire and the cat’s eye promise this 
year to enjoy even greater popularity as a happy 
complement to both style and fashion ... style 
because of their timeless beauty and fashion 
because the greys and blues in men’s clothes pro- 
vide an added stimulus to buy now. An interest- 
ing innovation in one line has been the introduc- 
tion of a ring with a matched set of cuff links. 

This kind of ensemble selling has been largely 
responsible for increased sales of ladies’ precious 
jewels. The ring is matched to the broach in one 
manufacturer’s line. This is the first real asser- 
tion that the ring for the right hand is an integral 
part of a jeweled costume. 

The rings crafted for this year’s showings are 
as romantic and feminine and fashioned-to-the- 
season as brooches and earrings always are. Single 
large stones are as aristocratic as the fabrics and 
fashions will be next year. High, dome-shaped 
finger rings will be welcome and worn with tex- 
tured fabrics that look as if they were designed in 
relief like sculpture. The many cluster styles will 
be available, have the dimension and scale that 
new tweed fabrics boast. 


THE VERY PRECIOUS EMERALD that promises 
to win fashion’s favored position is a suitable 
complement for the many brown tones that will 
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appear in next season’s fabrics. The color report 
for Fall, ’°57, sees a “deep-throated ruby tone as 
perhaps the season’s most beautiful single color.” 
Rubies are used lavishly in many of the new rings. 
Blues, the fabric designers’ group expects, will 




























. : ° Linde* Stars 
rise to the top in sales. At a recent meeting of set in a gracefully 
ribbed 14 kt. 







yellow gold 
man's ring... 
surrounded 

" ith 14 diamonds 
ina 14 kt. white 
gold lady's ring. 
Both from 
CHURCH & Co.. 
Newark, N. J 


fashion designers and writers, it was reported 
that the new blues are “daring, brilliant 

i [they] run into a true sapphire, and then grey 

Hq down to a star sapphire tone.” The word ring | 
| could lead this sentence. 

We don’t expect that your customer will buy 
the $40,000 emerald because it flatters her brown 
silk gown. We do feel that through the immediate 
fashion climate, she may think emerald now if 
we use other fashion conversation to hurry her 
buying tempo from “when” she’ll buy to “now” 


she’ll buy. Certainly, the synthetics and less costly : 
precious rings can move more fluidly when they pe Sure YOu get 


belong in a fashion stream. 
The exposure of rings this year will be unex- 


pectedly large. Fashion magazines, the Ring Guild 
of America’s advertising are going to front-page 
the romance and style-rightness of rings. Add to 
your own personal headlines by giving rings some 
point-of-sale emphasis. ae6 
Beautiful Linde Stars are man- 

The magnificent syn- ade in Union Carbide’s Chicago 
thetic sapphires and _prilliance .. . carefully graded 
rubies that for quality and distributed 


through Linde’s exclusive dis- 
. tributors. AND "aus Ini 
star in the lovely and 9 ‘TUtors. AND because Union 
: CG Carbide’s unsurpassed quality 
exclusive designs of — controls assure the FINEST in 
these leading manu- synthetic gems... ask for 
. . LINDE Stars. ..specify them on 
facturing jewelers your order ... be sure it 
appears on your invoice. 
star all-ways in yvour You can count on these manu- 
profit-picture facturers, the nation’s foremost 
manufacturing jewelers, who 
perfer LINDE Stars. 
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Glamour’s June Issue Stresses Rings 


A top fashion magazine agrees with JC-K that 
rings are more important than ever. Two pages 
in the June issue of Glamour are devoted to rings. 
The text reads in part: 

“For years now, fashion has seemed to stop at 
the wrist. Aside from engagement and/or wed- 
ding rings, family rings and other sentimental 
treasures, and an occasional ‘dinner ring,’ rings 
were seldom noticed and had little fashion impor- 
tance. Now things look different. Rings are 










NEW YORK CITY Murray Perkel & Co.. ST. LOUIS, MO. 
Alsan Mfg. Co. In Kinsley & Sons, Inc. 
Beckerman & Lerner 





Aaron Perkis 







again becoming part of best-laid accessory plans.”’ Belenky Bros. Ine. "GM. Jewelry Co. Fratianne Mfg. C 
J. L. Brandt Co. David Sarkin, Inc. 1. B. Soatuen tin. Ce.. 






Coronet jJiry. Mfg. Ce.. William Schneider Inc. 


Inc. Seltzer Bros. 
Davidson & Sens Ji-y. Skalet Mfg. Co., Ine. ng Fang ge 
0., ine ° 


Untermeyer, Robbins & 


The feature story grew out of the interesting 
ring combinations worn by members of the publi- 








: . . E. S. Feinstein & Se Co., Ine. 
cation’s staff and emphasizes the fact that rings Fiyer Brothers Wax & koinik, !nc, PENNSYLVANIA 
: . ‘6 . Harry & Ben Frackman. J. R. Wood & Sens, Inc. ee a a. 
are now being worn in clusters. “You can mix Ine. a n 
Gevertz & Co., Inc. BUFFALO, N. Y. 
H. Glaser Co. The Bock-Lewis Co. PROVIDENCE, R. 1. 






metals, stones, periods, values all on one finger— a aan & eee ae, 







a $1650 diamond looks perfectly natural with Green & Co., Jirs., Inc. Guicago, ILL. =. 
: r d Sonmmio & Edward 5. co cain & Co. inc. NEW JERSEY 


two $12.50 gold bands; a new ruby band is a 






Harry Guise, Ine. Hallmark Ring Corp. Aces Ring Mfg. Co., 
ne 


HirseS ant Oppenheimer 






wonderful partner for Grandmother’s wedding 3 Natlofeky & Sons, Inc, 222i” & Ellenbogen Co. Bond Diamond Co., Inc. 
Kahn & Co. INDIANAPOLIS, IND. Fa F. Felecn ine 


ring.” 

The spread includes photographs of ten differ- 
ent rings which lend themselves to effective 
grouping—in some cases as many as four on one 
finger. Many jewelry stores throughout the coun- 
try are including this theme in their promotions; 
“Glamour Says: Rings—Fashion on Your 
Finger.” 





Morris Kaplan and Sens Gocdman and Company ' : 

Charles Koppel Ring Go. — Ring Mite. Co.. 
K. S. K. Jiry. Co., Inc, MINNEAPOLIS. MINN. 500.2 6 woodtand Co.. 
Mercury Ring Corp. Ostbye and Anderson Inc. 







CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36 - COLUMBUS 5-2656 















*Linde is a registered trademark of Union Carbon & Carbide Corp a synthetic gem 
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OVER A ZIRCON! 


Your trained eye can spot the difference 

ina moment.. though the lady may be 
fooled! You'll recognize the difference in 
depth and quality of the St. Paul 


Companies’ Jewelers’ Block Policy, too. 


Especially designed to cover losses peculiar 
to the jewelry industry it gives maximum 
protection at minimum cost. The exact 
coverages you need are written into the policy 


designed to fit your specific situation. 


Avoid the loopholes and overlapping that 
often occur when you carry several policies. 
protect your business with a St. Paul 


Companies’ Jewelers’ Block Policy. 


SEE YOUR ST. PAUL AGENT OR BROKER 


(-~\ OINSURANCE 
LAND * SEA * AIR 


HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 








LETTERS... 


TRADE-INS: This will register our protest against 
the current epidemic of high trade-in offers being 
made by manufacturers of watches and shavers. 

Such offers for worthless old junk, simply de- 
fined, admit excessive mark-ups on new consumer 
goods. The rash 14 and 1/3 off silver sales insti- 
tuted by manufacturers also have a demoralizing 
effect on silver plated lines. 

We feel it is high time to impress manufac- 
turers that the consumer is a pretty intelligent 
fellow, and responds better to honest prices and 
quality merchandising than to gimmicks. 

CAL W. COLVIN 


LUDINGTON, MICH. COLVIN’S 


“Hypo” selling methods certainly are undesir- 
able, except perhaps when industry-wide sales 
lag. At such times, trade-in promotions can have 
their temporary benefits for both makers and 
sellers.—Editor. 


LOYALTY: I have always considered JC-K an old 
friend, as I have read it for almost 30 years. I 
remember that when I went into the Army in 
1942 I gave specific instructions for the office to 
save every copy until I returned. When I got back 
after four years, there were over 50 copies wait- 
ing for me. I either read or glanced through every 
one of them. 

I consider your articles by Dr. Frederick H. 
Pough alone well worth the subscription. 

DAVID WIDESS 
Los ANGELES I. WIDEsS & SONS 
STERLING SALES: Naturally, your survey and ar- 
ticle, “How’s Your Dollar Volume by Lines?” is 
creating quite a stir. While those of us in the 
industry know full well that sterling silver is off 
since 1948, I think it is a bit unfortunate that 
1948 had to be the comparative year. As stated 
in your article, it was the peak one for sterling 
sales for many reasons. 

There was the pent-up demand caused by the 
shortage during the war, a great deal of unspent 
money in people’s hands and, furthermore, this 
was the first year that the silver companies could 
get into full production to take care of the back- 
log. Actually, the industry sales are not off as 
much as these jewelers report. Our industry rec- 
ords indicate that the drop has been 21 per cent 
as compared to the figure of 31.6 per cent which 
you show. 

I believe you have a great many stores in this 
survey which carry virtually no sterling silver. 
Your questionnaire was sent to 20,000 jewelers, 


EASTERN DEPT. NEW ENGLAND DEPT. PACIFIC DEPT. 
90 John Street 10 Post Office Sq. Mills Building 
New York 38, N.Y. Boston 9, Mass. San Francisco 6 


but there are probably no more than 5000 jewelers 
with sterling stocks worthy of mention. 
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In the stores that do something about selling 
sterling silver, we find it approaches 20 per cent 
of the total volume. This is a long cry from the 
6.1 per cent in your study. 


B. M. GETMAN 
VICE PRESIDENT 


PROVIDENCE, R. I. THE GORHAM COMPANY 


In showing the importance of 12 lines to the en- 
tire retail jewelry industry, JC-K’s survey de- 
veloped averages for all stores, regardless of their 
sales volume in particular lines.—Editor. 


ee Frequently a product can be crucified on im- 
pression, and I believe that the impression cre- 
ated by your comparing the sales of silverware 
in 1956 with those of 1948 is to ignore the unique 
conditions that existed in 1948. That year was, 
without question, the highest dollar volume year 
for each and every classification of product in 
the silverware field enjoyed by any manufac- 
turer. That was the first postwar year, when all 
restrictions were let loose, allocations were elim- 
inated and the bloom was still on the boom. 


Let us rather take, for purpose of comparison, 
the year 1952 as a normal base year not inflated 
by any abnormal condition (the Korean situation 
was past). This has been the total retail silver- 
ware sales picture, starting with 1952: 


1952 $288,000,000 
1953 306,000,000 
1954 298,000,000 
1955 330,000,000 
1956 347,000,000 


Therefore, you can see, total civilian silverware 
business in 1956 increased importantly over 1952. 


JOHN D. SHAW 
GENERAL SALES MANAGER 
MERIDEN, CONN. INTERNATIONAL SILVER Co. 


RING “RASH”: Lately, we have had several com- 
plaints from customers (ladies) that their dia- 
mond and wedding rings are causing rashes, etc., 
on their fingers. In some of these cases, they have 
worn the rings for several years without having 
this occur. 

We had thought that some of the detergents 
now in use on the market might have an effect 
on the skin. 


VINCENNES, IND. LEO A. SIMON 


Some persons, of course, are allergic to certain 
alloys, but detergents seem responsible for this 
rash. Do other readers have any further sub- 
stantiated evidence of the cause of rash from 
jewelry metals ?—Editor. 
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~ Cut Costs in 
price- marking 
Costume Jewelry 





For accurate price-marking by stores 


and speedy pre-marking by manufac- 


turers. Monarch’s Electrically oper- 


ated “Tri-Marker” price-marks jewel- 


ry tags, ring tickets, gummed labels 
and Senso (pressure-sensitive) labels 
that need no moistening...all in rolls. 
Send coupon for full information. 


Sample labels and 
tags are shown in 


f STORE “AME » actual size. 
E49 8054 ston NAME ) 














t , 





Available with 
‘*Stop-Counter.”’ Stops 
machine at quantity 
pre-selected. 











75-L 44 














B49 870 STORE NAME 
8 X 10 | |29/K 51} |B4 9870 


$1.98 J $1.49 J ($1.25 











FILL OUT, CLIP AND MAIL 


C12 1447 
$1.50 





C12 4471 
77/4 75 








The MONARCH Marking System Co. Ww 


216 South Torrence St., Dayton 3, Ohio 


Please send full information on the Monarch “Tri-Marker" price- 
marking machine without obligation. Also send sample jewelry 


tags and labels, 


STORE NAME 





ADDRESS 








POST OFFICE 

























Jewelry sales catapult 
with “Advertised-in-LIFE”’ 


LIFE helps the jewelry retailer move more merchandise 


because LIFE moves people. 


Readers respond to the exciting stories, pictures and ad- 
vertisements in LIFE—they respond by choosing LIFE-ad- 
vertised brands. And LIFE reaches 12,000,000 households 
every week with advertising for jewelry products. 


Make the most of LIFE’s selling influence. Display the 
*‘Advertised-in-LIFE” symbol regularly in your store. It 


really ups sales. 


These are some of the best-selling jewelry items 
advertised in LIFE: 


June 3, 1957 

Eastman Kodak Co.—Color 
Slides & Color Snaps— 
page, color 

General Electric—TV Mono- 
chrome—page, color 

Royal Electric Typewriter— 
page, color 

Sunbeam—Golden Glide Shave- 
master—page, color 

Sylvania Electric Products— 
Argus Cameras & Projectors 
—page, color 

Gold Filled Mfrs. Association 
Inc.—lA page 

Fosta Grantly Sunglasses— 
14 page 

Manco Watch Bands—\4 page 

Ripley & Gowen Jewelry Co.— 
Ye page 

Hallmark Watches—14 lines 

June 10, 1957 

Buxton Inc.—-page, color 

Eastman Kodak Co.—Brownie 
Movie Camera—page, color 

G.E. Hotpoint—TV-Recorder 
—2 pages 

International Silver Co.— 
Stainless Division—page 

Polaroid Corporation—page 


Remington Electric Shavers— 
page, color 

Samsonite Luggage— 
spread, color 

Schick Inc.—-Combination Ad 
—page, color 

Sunbeam Corp.—page, color 

Westclox—page, color 

Zippo Mfg. Co.—page 

Skyway Luggage—',% page 

Brite Mfg. Co.—42 lines 

Rolls Razor—28 lines 

Chic Leather Goods—28 lines 

June 17, 1957 

Ansco—spread, color 

Fastman Kodak—Verichrome 
Pan Campaign—page, color 

International Silver Co.— 
Holmes & Edwards—page, c. 

Underwood Standard Type- 
writers—page, color 

Fosta Grantly Sunglasses— 
4 page 

June 24, 1957 

Eastman Kodak—Color Slides 
& Color Snaps—page, color 

Polaroid Corporation—page 

Burroughs Corporation—}, pg. 

Remington Rand Typewriters— 
4 page, color 


people respond to LIFE 


They're New . . . They're 


C. F. Rumpp & Sons, Inc., Philadelphia, in- 
troduce tan-colored “Chamois” leather goods 
enriched with gold-tooled sprays. “Petite” 
purse for $6.50 plus tax. Also billfold, key- 
case, eyeglass case, cigarette case, etc. 


This Longines “Nocturne” has three quick- 
change straps—one black suede, two suede 
with black satin. The watch is 14-K white. 
Coronet endpieces are set with six diamonds 
at the crown. Gift-boxed. For $225 FTI. 


New “Pauline” Medana watch in silvery or 
golden tone case superimposed over the strap. 
Dist. by Louis Aisenstein, 16 E. 40th St., New 
York. For $14.95 plus tax. Exchangeable 
straps in many colors for 65¢ each. 


THE JEWELERS’ CIRCULAR-KEYSTONE 










Yours to Profit By 





| 
Matching cat’s - eye - and - diamond spray | pe € Ties tags 
brooch and ring in 18-K yellow gold. Hand- : TAGS 7 
made by B-C-W (Bierschenk-Clark-Wiegand), | pres 
203 S. 12th St., Philadelphia. Ring for $396 
Keystone; brooch for $510. | 
; ee age ale IN ALL a 
= | | bs | Mféd.by ARCH CROWN TAGS, INC. 
isin . : 277 Halsey St, Newark 2, WJ 





New wooden salad bowl with sterling base 
and matching fork and spoon by International 
Sterling. Forks and spoons in most designs 
from $14 to $17.50 retail. 12-in. bow! for $40, 
tax included. 


otitis - 


| ARLEN TROPHY S. ) 


50 GOLD ST., BROOKLYN 1, WN. Y. 
Largest Selection of Trophies in The World 
















“Monte Cristo” jewel case for men by Far- 
rington Mfg. Co., Needham Heights, Mass. In 
black with silver-and-scarlet lining. Floren- 
tine design. Covered with black Skiver goat 
texol, embossed in 24-k gold. For $5. 
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They're New... They're 


SHOW! 
PLACE! 
and WIN! 





Just show College 
Seal’s sale-packed ring 
catalog to students... 
place your order . 

and win bigger and 
better profits! There is 
no investment, no in- 
ventory problem with 


College Seal’s catalo “~ } ; agers 
selling plan. All a. \ WN on /-119 The “Monterey,” a combination barometer, 


need is a few inches DAY hygrometer and thermometer. Bright-colored 
of counter space to "We VW, dial and indicating hands behind heavy glass 
display the FREE poinr- 3 crystal. From Swift & Anderson, Inc., 952 


of-sale material and Dorchester Ave., Boston, Mass. Retail $15. 
you're in business. 
You'll get the fastest delivery on rings in the trade, for 
any accredited four-year college in the United States. 
You'll ring up sale after sale with College Seal designs. 











No minimum order! No die charge! 





ATTENTION NEW ENGLAND JEWELERS 
CATALOG of 68 New England College Rings 
now available. Write for yours. Dept. J 656 








Also available—14K Cold College Seal Charms 


Send for special High School Ring booklet, selling 
information and price list. 


COLLEGE SEAL & “xi on 


BROADWAY CAMBRIDGE 

















This new Westinghouse mixer comes with a 
knife sharpener and a non-clogging juicer. 
7 = | The mixer has 20 speed settings. The motor 
— > —— | is lubricated for life. With two Pyrex mixing 
a” adhe %... === | bowls. One-year guarantee. For $59.95. 
SS Vi) Fr cae og . | 


SS Ange 
MKS Qe 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the presi- 
dent of vour club, the retiring executive, the tourna- 
ment winner — and for a thousand other apprecia- 
tions and occasions. 


IN 6 SIZES 


#1—4” long, 3%” wide, 1%” high $29.50 
#2—6%" long, 3%" wide, 12” high $42.50 nami ond 
#3—4” long, 3%” wide, 2%” high $38.50 include tax. 
#4—6%4" long, 3%” wide, 2%” high $52.50 Prices subject 
#5—8'2” long, 3%” wide, 12” high $59.00 [ethonge 
#6—8'%” long, 3%” wide, 2%” high $75.00 


Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
ing charge to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 
Hamilton’s “Dominette” has simple rectan- 


gular end ornaments with thin ray-like lines. 

c h . h NORTH ATTLEBORO 22 jewels, shock-resistant, anti-magnetic. In 
smait GS smitt MASSACHUSETTS | 14-K white or yellow gold case with black dial 
| for $125 FTI. 


Write for catalog of complete Smith ¢ Smith line. 
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Yours to Profit By 





These are two out of thirteen of Le 
Coultre’s 1957 “Master Mariner” automatic, 
waterproof watches. The series includes reces- 
sed crowns, reserve power indicators, calen- 
dars, etc. From $95 to $395 FTI. 





King-size heavily plated silver buffet dish by 
Poole Silver Co., Taunton, Mass. Pyrex liner. 
Gadroon Georgian design o» both dish and 
cover which may be used as separate serving 
dish. 18 in. long. $70 retail. 








From Lux Clock Mfg. Co., Waterbury, 
Conn., comes this ““Venus-Mark II.” All-metal 
case with ivory baked enamel finish. Brass 
numerals on red track. Also available with 
luminous numerals on forest-green track. 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with iewe' 
ers who receive calls for older sterling patterns that 
are no longer available. 


Will also buy diamonds—any size and quality—as 


well as antique and modern jewelry. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























lay and join the 


retailers already profiting 


this terrific seller. 


Fant” Goldstein-Gerson oto Pva Lalo 
f4 


yy 


; ae and A 4 
“hi Woude Ob Vidhliird 


130 WEST 46th ST. © NEW YORK 36. N. Y 











They re New... . They re 























memorable occasions . 


New magnetic “highway” statuettes from 


7 
“ORIENTA Cultured Pearls Ferri Bros. & Price, Inc., South 124, Route 17, 
Paramus, N. J. “Sacred Heart” in ivory finish, 
and “St. Christopher” in colors. 4% in. high. 


You can give a pearl at a time with our 
To retail for $1 each. 


“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 


Introducing: 
“Rena’.....a New Concept in Design 


“ 

Six-transistor radio from Arvin Industries, 
Inc., Columbus, Indiana. No bigger than a 
paper-back “whodunit” and weighing oniy 
one pound. Comes with a belt or pocket clip. 
In ebony, pink or white. $59.95 in Zone 1. 


Featuring 
DIAGONAL DISPLAY 
another first 





presented by Rocket 


“RENA" (No. 118)... suitable for one or two rings .. . 
a distinctive package as well as an attractive display. 
“RENA" will definitely enhance your finer jewelry, 
Available in White, Blue, Grey, Ivory and Black Shell— 
lined with the finest grade petal velvet pads in Blue, 
Grey, Aqua, White, Red, Champagne, 
individually packed Price $12.50 per dozen 
a> “Radial,” a new alarm by G-E Telechron. 
Ivory case and dial with brown hands and 


| numerals for $5.98 plus tax. In beige case 
ET ba et JEWELRY BOX, Inc. | with navy blue face and luminous hands and 
125 £. 144th ST., NEW YORK 51, N. Y. numerals for $6.98 plus tax. 
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Yours to Profit By 


QUICK CASH 


BY RETURN AIR MAIL 


LOANS 


MADE ON LOOSE OR MOUNTED 


DIAMONDS 


LOANS ALSO MADE TO JEWELERS ON 
NEW NATIONALLY ADVERTISED WATCHES, 
RINGS, MOUNTINGS AND GOLD JEWELRY 


Pepper mill and salt shaker from Verity SHIPMENTS HELD FOR YOUR APPROVAL 


Southall, Ltd., Inc., 2251 Lincoln Ave., Alta- 
dena, Calif. 12 in. tall. Walnut with copper AMERICAN DIAMOND CO. 














trim. For $29.95 per set. Also in ebony finish 149 E. MAIN ST. ROCHESTER 4. N. Y. 
with brass and silver trim. 
LOANING MONEY TO THE JEWELERS OF AMERICA 
References 


JEWELERS BOARD OF TRADE 
DUN & BRADSTREET 
LINCOLN ROCHESTER BANK 




















finish from Anson. Plain design allows the 
retail jeweler to promote his own engraving 
service. Clip for $1.50; cuff links for $2.50; 
set for $3.50 plus tax. 


| | 
Men’s jewelry in highly polished rhodium 
| 








FAVRE-LEUBA’S 


Double - Barrelled 
Program is acclaimed 


Everywhere... it offers Steady 
Profits, Increased Prestige, 











Protection from Unworthy 





oN 
Wat 
~ 
\ Pp Shs 


Watch Competition 
° aN Models Retail from $71.50 up 





New covered ice tub in heavy silverplate 
by Reed & Barton Silversmiths, Taunton, Mass. FAV a - me I E | } R pa 
The tub has a Pyrex glass lining and holds two | Watch and Chronometer C 

. ~~ e ° . ° c ' < 1G ] 0 Ometel UU iil 
quarts of ice cubes. 7% in. high, 9 in. diameter. | 
. - 665 FIFTH AVENUE. NEW YORK 22. N. Y 
To retail for $29.75. 
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NEW 





RUGGED 


PRACTICAL 


The “BEE DEL" Multipurpose Ring Clamp 


Demand has shown that the Bee Del clamp is 
no longer an accessory but an indispensabie 
part of paired rings. Sold through jobbers. 
Write for nearest dealer. 


BELOVED RINGS INC. 


221 Kasota Bidg. Minneapolis 1, Minnesota 
Distributed in Canada by 
E & A GUNTHER CO., LTD. 
Brantford, Ontario 











SPACE, MONEY 


3) Z 
Tl WOULA 


| ONOMICAL BOXING 
A Kinateys Wuxurious\"‘look"’ in folding boxes 
pleyppnt! tayany prited gift . . . and there is a 
e to mgtchyevéry sizg. | With "Nodley folding boxes 
ers you édh! say goodby to wrap 
Lindley gift — ord bo 
sturdy. Gtor@ge is a op, 
S tS coke 


case, me iate ull-out use 
We would like re more! 


rite, for our, ewxjllustrated 


catalog oo fala boxe 
f, I aod 








BOX & PAPER 


1737 W. 2nd St. 
Marion, Indiana 


Morris Paper Mills, Div. Federal Paper Board Co., lac. 
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They're New... They're 


Hand-made _ sterling-silver serving picks 
manufactured by Raimond, Inc., 149 Exchange 
St., Malden, Mass. In apple-and-grape design. 
Set of six gift boxed. Suggested retail price, 
$7.20 per set. 


This newly designed wall clock of hand- 
wrought iron has zodiac signs. 20 in. diameter. 
8-day lever time for $29.95; 8-day strike for 
$39.95. From Henry Coehler Co., Inc., 101 
Fifth Ave., New York. 


16 mm motion-picture camera from Bell & 
Howell, 7100 McCormick Rd., Chicago. Two- 
lens turret and Sunomatic lens. Automatic 
film-threading mechanism. Die-cast aluminum 
Models for $219.95 and $244.95. 
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Two of Gruen’s new “June Bride” series of 
fine diamond watches for ladies. 18-K gold 
applied markers on dial. In gift box. With 17- 
jewel movements, the series retails from $175 
to $225 FTI, 





Foto-Charms, 1” or 1%” gold filled or 14-K 
gold discs bearing no-fade, no-chip pictures 
from any snapshot, photo or negative. Jewelers 
profit without inventory. From Weck of Escon- 
dido, 842 N. Broadway, Escondido, Calif. 






“Cana-Nuptial” wedding ring in 14-K yellow 
or white gold. Religious symbols hand en- 
graved. By Bliss Ring Co., 29 E. Madison Ave., 
Chicago. Lady’s ring for $45; man’s ring for 
$50, plus tax. 
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RUNNING A 
SUCCESSFUL | 
SALE 

IS AN ART 


a ie ies Seen | 


by Manny 
Silverman | 


RESULTS OF 8 SALES— 
2 IN JANUARY—2 IN FEBRUARY 
—2 IN MARCH—2 IN APRIL 


1957 


| believe in keeping you aware of results of 
CURRENT SALES and not live on past laurels. 


2 In January, 1957 


|. EDISES JEWELERS—STOCKTON, CALIFORNIA—I7 days of 
Auction over $60,000 in profitable volume. AFTER A DECEM- 
BER FLAT SALE THAT DID OVER $100,000. 

2. THE GIFT SHOP, LTD.—QUEBEC, CANADA—A 12 day Fiat 
sale—gifts—fine china & silver only—almost $20,000. 





2 In February, 1957 


|. DE FREHN JEWELERS—SARATOGA SPRINGS, N. Y.—!2 days 
of Auction Mrs. De Frehn, a widow, was offered $3500 for her 
store. After the Auction she had more than double the 
amount after all expenses, including our commission. 

. H. GLUCKMAN JEWELERS—FORT MEYERS, FLORIDA—24 day 
flat sale—almost $40,000 of profitable volume. Mr. Gluck- 
man's grateful letter is in our file. 


nN 


2 in March, 1957 


1. STACKS JEWELERS—GLENS FALLS, NEW YORK—I!I5 day Auc- 
tion. We bought this store from the widow—We Paid a top 
price. We quote from a letter sent to us by the district at- 
torney of Glens Falls—Robert J. Nolan, “| would like to say 
Mrs. Madden and myself were very gratified at the way you 
handled this transaction and compliment you and your staff 
at the efficient way you handied the Auction." 

. BANGS JEWELERS—DODGE CITY, KANSAS—I!8 day Fiat Sale 

—Almost $25,000 Profitable volume. Mr. LeHew had left in 

cash, AFTER EXPENSES including our commission better than 

$ for $ for inventory. His top offer was only 60¢ on the dollar. 


nN 





2 In April, 1957 


1. GEORGE E. TAYLOR—PLAINFIELD, NEW JERSEY I5 Day 
Flat Sale. A fine prestige cash store—with too much inven- 
tory. $20,000 volume at a profit, in an area amply supplied 
with tough discount competition. 

. RAY SENEY JEWELERS—MASON CITY, IOWA—I5 day Fiat 
Sale. This fine store Going Out of Business after 56 years— 
offered 60¢ on the dollar—huge volume—Resulted in better 
than $ for $ plus we are now conducting @n Auction to clean 
out. We guaranteed Mr. Seney that there would be no mer- 
chandise left over. 


RO 


Remember, there is no substitute for reputation and integrity. 
Make sure you are negotiating with a bona fide Silverman Sales 
Representative. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Ave., New York City 
Telephone: PLaza 7-4693 



































Retail Salespeople estimate 
22, SS8S9 _—— will register 


STAR _ ed By 


by Gorham } 
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Preliminary reports indicate that The Gorham Company 
has another new Sterling Silver pattern which will equal, if not surpass, 
the spectacular success of their last new pattern, Celeste! 


When Stardust was introduced several 
months ago, retail salespeople in stores 
across the country selling Gorham silver 
were asked to estimate the number of brides 
in their stores who would register this new 
Gorham pattern during April and May. 


The estimate of those who answered far ex- 
ceeded Gorham’s most optimistic predic- 
tion, and early sales results now coming in 
substantiate their feeling that Stardust is 
bound to be a best-seller. 


Along with their estimates of brides regis- 
tering Stardust, the salespeople were asked 
to judge which of the ten major Stardust 
selling points they thought were most im- 
portant to their customers. 


All those who sent in this information on 
Stardust to The Gorham Company were 
eligible to receive cash prizes! Listed on 
the right hand page are the winners in each 
of six sections of the country. Fifteen prizes 
were awarded in each section. 


Here are the Stardust sales points, in the order 
judged most important by retail salespeople: 


1. Stardust is not just another pattern —it is a fresh 
new design—a true art form, made by Gorham, 
America’s leading silversmiths since 1831. 


2. A perfect match-mate for so many of the more 
popular china and crystal designs. 


3. Structurally, Stardust is a perfect form in Ster- 
ling. Its beautiful shape fits naturally into the hand. 
Its heavy weight adds strength where needed (try 
bending the tines). It is perfectly balanced. 


4, A quietly sophisticated design which each person 
will find beautiful for reasons of her own. 


5. Stardust can add a note of distinction to simple 
table settings and yet it can be perfectly at home 
on the most formal occasions. 


6. Stardust’s incised decoration was inspired by na- 
ture—the glitter of the stars, the sparkle of the sun 
on the dew, the flash of the diamond in the light, 
the delicacy of the snowflake and the web. 


7. An outstanding favorite of young people in Gor- 
ham’s design research surveys—coast to coast. 


8. A practical, comfortable new long handle place 
knife, with exclusive one piece, rattle proof, dent 
resistant handle. 


9. You get more for your money in Stardust’s dou- 
ble-duty place pieces and serving pieces. 


10. All of these things can be said of the Stardust 
design — imaginative, exquisite, free, fanciful, hap- 
py. youthful, airy scintillating, sparkling, jewel-like, 
stimulating. 
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FIRST PRIZE WINNERS in Gorham’s contest tor retall salespeople 


Mrs. Louise Rech 
Hardy & Hayes 
Pittsburgh, Pa. 


Mrs. Minnie Gould Mes. Laura Schmoll 
Granat Bros. Jaccard’s 
San Francisco, Cal. Clayton, Missouri 


— 


Mrs. Merle W. Paulsen Mrs. Robert D. Lane Mrs. Wilber Wright 
Haltom’s Schneider's Bauman’'s 
Fort Worth, Texas Kingston. N. Y. Dothan, Ala. 


SECOND PRIZE WINNERS / THIRD PRIZE WINNERS vA, 


Mrs. W. W. Pierce 
Strauss-Stalling 
Jackson, Miss. 
Thomas J. Stanton 
Shreve, Crump & Low 
Boston, Mass. 

Miss Eloise E. Hartline 


Newsom Jewelers 
Salisbury, N. C. 


L. Aures Elizabeth Hayes Mrs. G. M. Calder 
Armstrong's Currey Jewelry Tatman’s 
Hammond, Indiana Seminole, Okla. Evanston, Ill. 
Clara B. Stallings Dorothy N. Brady Charles W. Lorenz 
D. P. Paul Co. Scott Jewelry G. P. Heckert 
Norfolk, Va. Lowell, Mass. Massillon, Ohio 
Grace McGinley Philip Foglia Mrs. Eisie Hayes 
Fraser's Fuller Jewelry Co. Melby’s Jewelers 
Tacoma, Wash. Summerville, Ga. Santa Maria, Cal 


HONORABLE MENTION ) 


Mrs. Robert Tobias Ethel W. Simms 
Lipoff's L. Lewis & Co. 
Port Arthur, Texas New London, Conn. 


Miss Camellia Todar Kenneth Van Cott 
Morris Jewelers Van Cott Jeweler 
Waco, Texas Binghamton, N. Y. 


Al Lowenstein Mrs. George Dee 
Levy's Credit Jewelry Wm. Wise & Co. 
Greenville, Texas Garden City, N. Y. 
Oscar Hebert Rose Feinberg 
Hebert’s Jewelry E. B. Horn Co. 

New Roads, La. Boston Mass. 

Mrs. Floyd Saul Rita A. Toomey 

F. A. Denman Jewelry Toomey’s 

Stuttgart, Ark. Smithtown, N. Y. 
Mrs. Chester Morton 


John Laager John Fellin 

Hofman Green Co. Fellin’s Jewelry Store 
Springfield, Ohio Hazleton, Pa. 

Polly Weaver Mrs. M. L. Shackleton 
Reger W. Briney Jewelry M. F. Davis 

Kokomo, Ind. Wilmington, Del. 
Miss Agnes A. Hicks Roy E. Weaver 

L. S. Ayres & Co. H. T. Charles 
Indianapolis 5, Ind. Meadville, Pa. 

Lois E. Decker Mrs. Marie C. White 
Marshall Field & Co. King’s Jewelry Co. 
Chicago, Ill. Wheeling, West Va. 
Clara J. Hagen Betty Hickman 
Prey’s China Shop Hickman Jewelry 
Watertown, S. D. Kent, Ohio 


Mrs. Bertha Brehm 
Rank & Motteram 
Milwaukee, Wis. 


Adeline M. Rohe 
Rohe’'s Jewelry 
Richmond, Ind. 


Phil Rose 

Phil Rose — Jeweler 
Salina, Kansas 
Carol Ann Dorcy 
Dixon Jewelry Co. 
North Platte, Nebr. 
De Lores Dawson 
Komarek Jewelry 
Great Bend, Kans. 


Florence Shafer 
Thomas Jewelers 
Findlay, Ohio 

Mrs. Ruth D. Carlson 


Mrs. I. M. Lichtenberg 
E. Spertner Co. 
Norfolk 10. Va. 

Esther B. Clinton 

R. A. Ewert Jeweler 
Corona Del Mar, Cal. 
Rose Burk 

J. W. Robinson Co. 
Los Angeles, Cal. 

Mrs. Opal Smith 

F. D. Fogg & Co. 
Albuquerque, N. M. 
Joyce Thille 

The Emporium, Stonetown 
San Francisco, Cal. 
Arnold Tubbin 

Tubbin Jewelry 
Puyatup, Wash. 
Mildred Kakez 


Mrs. E. C. Blanck 
Elebash Jewelry Co. 
Pensacola, Fia. 

Mrs. M. W. Farris 

W. H. Cothan Jeweler 
Columbia, Tenn. 
Robert Clark 
Tappan’s Jewelers 
Sherman, Texas 
Violet Scurlock 
Newtons Jewelry 
Joplin, Mo. 

G. E. Morgan 

G. E. Morgan Jeweler 
Abbeville, Ala. 

Mrs. John Holtzciaw 
Holtzclaw’s Jewelry 
Alva, Okla. 


Helen B. Baker 


C. H. Morton Jewelry 
Great Barrington, Mass. 
Marg Henri Lennon 
Kingoff's 

Wilmington, N. C. 

Mrs. Louis M. Toporek 
Lesser’'s Jewelers 
Charleston, S. C. 


Mrs. Geo. M. Cunningham 


Cunningham Jewelers 
Brunswick, Ga. 
Mrs.Allen Coleman 
Brown's Jewelers 
Laurens, S. C. 

Carolyn H. Green 
Reyner’s Jewelers 
Columbia, S. C. 

Mrs. Pauline Thomas 
Wagoner’s Jewelers 


Kahns — Silverware Murphy’s 

Omaha, Nebraska Oakland, Cal. Magnolia, Ark. 

E. B. Shively J. E. Dugaw Clair A. Guimond 
Shively’s Jewelers Burnett's Roberts Jewelry 
Campbellsville, Ky. Chehalis, Wash. Glens Falls, N. Y. 
Mary H. Perrell Mary Ruth Gevin James A. Kelly 

D. P. Paul's Gilchrist Jewelers M. A. Green 
Norfolk, Va. Santa Barbara, Cal. Waterbury, Conn. 
Mrs. June Clewell Grace Pailing Mrs. Helen B. Barron 
Sherman's Jewelry Store Glen D. Meyer Michaels 

Berwick, Pa. Van Nuys, Cal. Bridgeport, Conn 
Catherine Hillman Mrs. B. P. Cobban Edward C. Bush 
Raymond Brenner Gleim Jewelers Machaels Jewelers 
Youngstown, Ohio Palo Alto, Cal. Bristol, Conn. 

Mrs. Viola G. Norfleet Ellen Jordan Lillis B. Bickley 
Barclay & Sons Olson's Jewelry Landen-True, Inc 
Newport News, Va. Eugene, Oregon Springfield, Mass. 
Mrs. Walter K. Mintel Loretta R. Tufano Marion P. Cashman 
W. K. Mintel’s The Harris Co. Michaels Jewelers 
Syracuse N. Y. San Bernardino, Cal. Waterbury, Conn. 


T. L. Combs & Sons t aN C 
antord, N. C. 
Mrs. G. H. Bell, Jr. 
G. H. Bell & Son 
Dillon, S. C. 


Mrs. Anne Farmer 
Underwood Jewelers 
Jacksonville, Fla. 


Joan B. Hudgins 

C. F. Neese, Jewelers 
Burlington, N. C. 

W. W. Weinkauf 

City Jewelry Store 
Bartow, Fla. 

Mrs. Lillian Hendricks 
Davison-Paxon Co. 
Atlanta, Ga. 

Mrs. Clara C. Burrows 
Hursey & Co. 
Asheville, N. C. 


THE NEW 
STARDUST 


FOR JUNE, 1957 








Photograph courtesy Uncas Manufacturing Company. 


FOR ADORNMENT 


Nowhere does Sterling prove its “wearing” qualities better than 


when it is used for personal adornment. 

Ancient civilizations show us that before silver was used in the 
countless forms that we know it today, it was first worn. Its 
natural beauty —one of the reasons for its use then — is even more 
pronounced in the Sterling of today. Few are the metals that can 


boast silver’s thousands of years of popularity. 


gece FN en aghtnet ceece8 that There are no limits to which modern Sterling can be used to 
are expected of Sterling are unchanging in every , +p . 
.. ° ' display personal tastes. Its adaptability to changing fashion 


ounce of Sterling supplied by Handy & Harman 
to manufacturers everywhere. 


CHANDY & HARMAN. 


BRIDGEPORT, CONN 


96 


and personal preierences help keep it pre-eminently desirable. 


HANDY & HARMAN 


rULTON STREET naw 2a em «86, he. Es 

UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36, N. Y. 
Quality frrectous metals since 1867 

CHICAGO, ILL. « LOS ANGELES, CALIF. « PROVIDENCE, R. I. TORONTO, CANADA 
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Right—Three pieces from complete line 
of sham-bottomed tumblers decorated with 
the “Picket” cutting; line includes eight 
sizes, each retailing for $3.60 a dozen. 


By Javit-Badash, Inc., Hollis, N. Y. 


Far right—Traditional in styling is this 
37 


37 in. Syroco mirror planter with brass con- 
tainer; available in Metalgold or antique 
white with gold; retail about $40. By 


Syracuse Ornamental Co., Syracuse, N. Y. 


Right—For the formal table—“Taupe 
Band” pattern in Rosenthal china has a 
narrow strip of taupe outlined with gold: 
5-pe. setting may retail for $18.95. 


From Rosenthal-Block China Corp., N. Y. 


Far right—Classic Grecian art is represented 
in this “Elgin” pattern in Tirschen- 

reuth china, done in gray with palladium 
line: 5-pe. setting retails at $12.90. 

From Paul A. Straub & Co., Inc., N. Y. 


Right—Designed by Georges Briard, party 
came including boxed set of 8 numbered 
highball glasses, “Roulette” spinner and 
instructions, all to retail for $9. Dis- 


tributed through M. Wille Co., New York. 


Far right—“Gold Rain” pattern in Arzberg 
china has border of delicate lines of 

gold, simulating raindrops, against pure 
white; 5-pe. setting retails at $14.95. 


From H. E. Lauffer Co.. of New York. 


PLEASE TURN TO PAGE 99 


Table top fashions 






































ee 
SWEEPING THE COUNTRY 


Lit 





im Oneidacraft* Premier Stainiess 


Never was a pattern so much in demand. Since its 
introduction in January, this finest quality, heavy- 
weight stainless by Oneida has been the best received 
pattern in the entire Oneida line. And customers will 
want its high-style, precision balance, luxury satin 
finish. They'll love the elegant way it’s packaged, 
too. Be sure you place your order today and then 
watch how Shoreline* will beat all your sales records. 
Look for this seal of quality. 


nElnncRar, 





© Semi °) 


\ 
Staintes® 


Created in the Design Studios of 


ONEIDA LTD. sitversmitHs 
Oneida, New York 


*TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 





6-Piece Place Setting Starter Sets The Premier Chest No. 723 
Individually packaged in a modern-design gift box. Re- Gift package makes a perfect display piece for 16-pe. Jet-black finished wood lined with contrasting color. Holds 
service for 4 @ $19.95 or 24-pc. service for 6 @ $29.95. service for 8—34-pc. @ $49.95 or 52-pc. @ $69.95, 


toils @ $7.95. All prices here with hollow-handle knives. 
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CONTINUED FROM PAGE 97 


Right—New “Elysee” pattern in china 
has taupe band at shoulder, classic gold 
motif in the center, finished with gold 
line; 5-pce. setting retails at $21.95. 


From Haviland & Co.. Inc.. New York. 


Far right—‘Biarritz” vase is new creation 
by Art Vannes in France, brilliantly 
handcrafted in heavy, clear crystal; it 

is 9 in. in height. This and other new de- 
signs from French Glass Co., Inc., N. Y. 


Right—The symbol of royalty is used 
in this gray “Fleur de Lis” pattern done 
on Spode bone china, finished with plati- 
num edge; 5-pc. setting $23.70 retail. 
From Copeland & Thompson, Inc., N. Y. 


Far right—*Virginia’’- 
conia china shows shower of tiny flowers 
in pastel colors with cobalt blue band: 
5-pe. setting may be retailed at $7.95. 
From Herman C. Kupper, Inc., New York. 


Right—-From Keramos of Vienna, this 
group of accessory pieces is done in 
turquoise accented with mat gold; they 
may retail from $3.50 to $10 apiece. 


From the Ebeling & Reuss Co., Phila. 


Far right—New “Greta” design in Orrefors 

crystal from Sweden has plain stem with 

teardrop; goblet and champagne retail at 

$2.10 each; white wine glass for $2. 

From Fisher, Bruce & Co., Philadelphia. 
PLEASE TURN TO PAGE 102 


Table top fashions . . . 


‘new design in Fran- 




























































Meet these 


sterling characters— 
Reed & Barton's 
silver-selling puppets 


HE: Well, bust my buttons, what's this ad? 


SHE: Just the greatest, that’s all. 


HE: But where in the world... 


Where? Just about anywhere a woman 
turns a page. Trust Reed & Barton 
not to miss a trick. 


But when? 


June, silly— 
when everything is bustin’ out all over. 


> 
tl 





“Come Live with Me and Bring Your Reed and Barton Sterling.” Full color advertisement 
launching a spectacular new campaign in Vogue, Glamour, Seventeen, Charm, Mademoiselle, 


House Beautiful, Ladies’ Home Journal, Living For Young Homemakers and The New Yorker. 





Come live with me 
and bring 
- your Reed & Barton 






sterling » 





te 


Does he love her for her sterling virtues or her sterling? Who knows? But of this we are cer- 
tain: theyll lead a posh and pleasant life with the fairest silver in the land. Its Reed & Barton 
and it has been since 1824. Silver Sculpture, $36.75*; Classic Rose, $35.00*; Francis I, $39.75*. 


'§ piece setting: knife, fork, teaspoon, soup spoon, salad fork, spreader. Prices include tax. For literature or nearest store write Reed & Barton, Dept. HB6, Taunton, Mass. 
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Left—Pink flowers and brown leaves 
make up “Windswept” pattern on new line 
of Carefree china—ovenproof, dishwasher 
proof; 5-pc. setting retails at $6.95. 

By Syracuse China Corp., Syracuse, N. Y. 


Far left—New “Lund” design in Swedish 
crystal footed bowl and candlesticks has 
right-angled rim, square-sided stems; 
three-piece set may be retailed for $25. 
From D. Stanley Corcoran, Inc., New York. 


Left—Floral pattern No. 4303 in china 
from Bavaria, one from group of 4 promo- 
tionally priced designs, 93-pc. set to 
retail at $79.50; 53-pe. set. $39.50. 

From Geo. Borgfeldt Corp., New York. 


Far left—‘‘Cascade” design on “Regency” 
shape in English earthenware shows floral 
motif in raised white enamel on muted 
turquoise rim; 5-pc. setting $8.75 retail. 


From Doulton & Co., Inc.. of New York. 


Left—Shell-shaped dessert plate in 
Alpine pink bone china may retail at $4. 
This pink body-color is available in full 
dinner services as well as accessories. 


From Josiah Wedgwood & Sons, Inc., N. Y. 


Far left—Diamond-brilliant cutting hand 
done on crystal stemware is appropriately 
called “Kimberly”; retail, $45 a dozen; 

7 in. and 8 in. plates, $42 and $45 a dozen. 
By Fostoria Glass Co., Moundsville, W. Va. 
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BRIDAL REGISTRIES 





70% 64% 


CHINA SILVER CRYSTAL 


Chances are you can! A recent survey showed that 
while 70% of the young women who visited Bridal 
Registries specified a china pattern and 64% a 
silver pattern, only 52% remembered to choose a 
crystal pattern. Whenever you are able, encourage 
every young bride-to-be, who comes to your store, 
to select a crystal pattern. Even without increasing 
the number of girls who fill out bridal registry cards, 
you may step up crystal sales by 144 when this 
is possible. 

Bridal Registries are only one area where Fostoria 














Can you increase your crystal sales '/3 here ? 





is helping to stimulate crystal sales. We can even 
supply a complete package with all the materials 
and information needed to start your own bridal 
registry system. If you’d like to know more about 
this potential market, ask your Fostoria representa- 
tive, or write us direct. Fostoria Glass Company, 


Moundsville, West Virginia. 







-ostoria 

















Glass & 
Giftwares 


by MADELINE LOVE 


ABLE COORDINATION (which is discussed else- 

where in this issue by Helen Sprackling, ex- 

pert in the field) has become a sales tool of 
such importance that any jeweler who sells only 
silverware should seriously consider selling china 
and glassware too. 

Taking on new lines is a serious matter to a 
retailer whose display space is limited and whose 
stockroom is small. But the value of table-top 
coordination as a sales builder is a fact so defi- 
nitely proven that many a jeweler, in order to 
make provision for it, has enlarged or re-arranged 
his space. He has found, as we have said here 
many times before, that silver, china and glass 
help to sell each cther. And they bring into the 
store an entire new group of customer who feel 
more at home in a store which deals in wares that 
are such a close part of their everyday lives. 


For both those jewelers who carry china and 
glass and for those who plan to, July opens the fall 
buying season, with the National China, Glass 
and Tableware Show being held at the New 
Yorker Hotel from July 14 to 19. This year the 
show has dropped the word “pottery” from its 
title and has substituted “tableware” as indicat- 
ing more realistically that, to quote the manager, 
“merchandising at the retail level has become a 
more closely coordinated operation, with linens, 
china, glassware, flatware and accessories bor- 
rowing design and color inspiration from each 
other.”’ This year, too, several different factories 
are furnishing displays of melamine dinnerware, 
sales of which have been increasing in both 
jewelry and department stores. 


Starting the week before the National show, 
there will be the Early Bird Show at 225 Fifth 
Ave., New York, where so many china, glass and 
gift houses are located. Other important lines are, 
of course, to be seen at their regular showrooms, 
and any jeweler attending the show should plan 
to visit them too. 

Incidentally, the China, Glass and Pottery Asso- 
ciation of America will hold a dinner dance the 
night of July 16, midway through the show, in the 
Terrace Room of the New Yorker Hotel. During 
the Early Bird Show, a breakfast for buyers will 
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be staged July 9 in the George Washington Hotel 
by the 225 Fifth Avenue Association. Tom De- 
laney is chairman of the committee in charge. 


T HE GLASS HOUSE is proving to be a prime at- 
traction at the Jamestown Festival being held 
from April 1 to Nov. 30 at Jamestown, Va., in 
celebration of the 350th anniversary of the first 
permanent English settlement in the New World. 
Glass-making was the first truly American indus- 
try, beginning with the building of a small factory 
at Jamestown in 1608, one year after the colony 
was started. The present glass house reproduces 
the old one as closely as possible, and there, each 
day, glass bottles like the original ones are being 
handmade by workers in appropriate colonial 
garb, and sold to visitors. This part of the Fes- 
tival has been backed entirely by the American 
glass industry, including both the management 
of the factories and the workers’ unions. 


| esanmaptiantan of outstanding new pieces in Kosta 

glass from Sweden, created by Vicke Lind- 
strand, Kosta’s chief designer, was introduced at 
a press cocktail party held April 30 at Bonnier’s, 
Inc., New York china and glass specialty shop. 
Widely varying in color effects and modeling con- 
cepts, the new pieces range from a huge “ice- 
bere” of glass containing tiny engraved Eskimo 
figures to tall, slim tulip-shaped vases and delicate 
crystal stemware. Mr. Lindstrand arrived from 
Sweden in time to be present at the opening party 
and to discuss his designs. Kosta glass is imported 
by the Ebeling & Reuss Co., of Philadelphia. 


ECENT ADDITIONS to the Fostoria Glass Co. 
sales force are Rupert Conroy and Edward 
Ford. Mr. Conroy, who was formerly a gift buyer 
at Filene’s in Boston and more recently was asso- 
ciated with Everlast Metal Products, will cover 
the New England States now being handled by 
Ralph Parlow. Mr. Parlow retires in July after 
30 years with the company. 

Mr. Ford, who for the past seven vears has been 
manager of the china-and-glass department of J. 
Herbert Hall Jewelers in Pasadena, Calif., will 
cover the Southern California area, replacing Joe 
Cocking, who has resigned. 


A LBEat WEBER, president of Herman C. Kupper, 

Inc., importers of Franconia china, has an- 
nounced the addition of about 3800 square feet 
of space to the headquarters at 39 W. 23rd St., 
New York. Most of this space will be used for 
warehousing, enabling the firm to carry about 
50 per cent more stock than at present, with one 
section to be used as a design studio. The new ar- 


rangement will also add considerable space to 
PLEASE TURN TO PAGE 106 
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KAREN... designed by Nils Landberg 


Superb artistry expressed in crystal of dramatic beauty 


Our continuing campaign for Orrefors Crystal in House Beautiful, House & Garden, and The New 
Yorker reaches your customers. 

Orrefors is recognized everywhere as the name for crystal of unsurpassed craftsmanship and 
artistry...demand is increasing tremendously. KAREN, shown above, is now appearing in national 
consumer magazines. Send in your order now. Get your share of profit from national advertising 


with your own tie-in display. 


u.s.a. RepRESENTATIVE FISHER, BRUCE & CO. 


221 Market Street, Philadelphia 6, Pa. 1107 Broadway, New York 10, N.Y. 
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CHINA, GLASS & GIFTWARES (from page 104) 


the offices, to take care of increasing business. 


AREHOUSING FACILITIES have been established 

on the West Coast by Doulton & Co., Inc., to 
expedite distribution of the Royal Doulton bone 
china, earthenware, figurines and other products 
to the 11 western states. Fred McKeown, of Santa 
Cruz, Calif., West Coast representative for Doul- 
ton, will supervise the new facilities. 


HE FRENCH GLASS Co., INC., New York, has 

issued a new booklet illustrating the products 
of several glass factories in France, including Art 
Vannes artware and accessories; V & P stemware 
and decanters; and Sévres opalescent lead glass 
accessories and artware. 


OOTH SPACES will be used for the first time at 
the Chicago Gift Show, to be held Aug. 4-15 
in the La Salle Hotel and the Palmer House. 
Booths will be located in the Illinois Room on the 
mezzanine of the La Salle. The traditional dinner 
dance is scheduled for Aug. 8 in the ballroom of 
the Palmer House, and during the second week 
of the show there will be a Bingo party at the 
La Salle for buyers and exhibitors. 


(/ ILLIAM C. JONES has been appointed sales 
promotion manager of the Franciscan divi- 
sion of Gladding, McBean & Co., Los Angeles, suc- 
ceeding David Leighton, who has been transferred 
to the public-relations department. Mr. Jones was 
formerly with Foster & Kleiser, advertising 
agency. 


UGH ROBINSON was the first-prize winner in 
the sales contest conducted by Syracuse 
China during the introduction of the new “Care- 
free’ line this year. The prize consisted of a 
week’s vacation in Bermuda for Mr. and Mrs. 
Robinson. Donald Smith, John Heckler, and 
Leonard Tremper were the other prize winners. 


HE INCREASING NUMBER of very youthful mar- 

riages has induced Lenox, Inc., to create a na- 
tional advertising campaign exclusively for the 
young readers of Seventeen magazine. Romantic 
boy-and-girl color photographs are used to at- 
tract the attention of teen-agers and impress the 
brand name on the girls even before they begin 
to think of marriage and homemaking. Mer- 
chandising aids are available to stores wanting to 


tie in with the advertisements. 
PLEASE TURN TO 


PAGE 
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ilum Chating Dish 


For easy graciousness... 


entertaining with the modern touch . . . 


the Buenilum Chating Dish, 
long favored by brides 


and discerning hostesses. 


CHAFING DISH 
Capacity 22 at. 
Retail $25.00 


#1212 created by 








Packed in reshipper. Minimum order $25.00. 


Bolender and Company 
1551 Merchandise Mart 
Chicago 54, Illinois 


Breslaver-Underberg Inc. 
225 Fifth Avenue 
New York 10, New York 
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The Grant-Jacoby Company 
527 West Seventh Street 
Los Angeles 14, California 


BUEHNER-WANNER, INC.., 
66 Fort Point Street, East Norwalk, Conn. 


Stanley F. Radke & Assoc. 
P. O. Box 4518 
Fort Lauderdale, Florida 


Miller Bros. Limited 
32 Front Street West 
Toronto 1, Canada 


Harlan P. Saubert 
9809 Angora 
Dallas, Texas 
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Sextant 





For all his skills and know-how, the 
master mariner still relies on his 
familiar sextant to establish his 
position—to check and double- 
check the data he must have to 


plot his future course and speed. 


O 


scat eneatemeneiedinanl — #Hlerrlooyy 


satel peamianantoes — to the by S-humeann of areeaes 
advertising and editorial pages 


7 


|W bd -=10t nb bam be ten ededebhatessted| 


of his favorite trade magazine for . , . 
dinnerware, this features a 


the news and facts he must have garland of roses on rich, two- 
to determine just where he stands oy o=10 MB o) COL MnP bets (-) de ley A- 
within his chosen field—for the in- The classic shape with un- 


A 
usual scalloped edge is high- 
ay lighted in coin gold and 
to him in planning and insuring carried out in all pieces of the 


formation and help so necessary 


his future. complete service. 

Heirloom in truly FINE China is priced at $18.50 
retail for 5-piece place setting with footed cup. 
With standard cup, $17.50 retail. 

Since 1869, jewelers everywhere 
have placed their confidence in 
Jewelers’ Circular-Keystone and 


have expressed their appreciation 
for the editorial excellence and — vr 
advertising quality they have 
Swedish cut stemware 
at its brilliant best. From 
confidence has been well placed, a superb variety of pat- 


found in its pages. The jewelers’ 


for Jewelers’ Circular-Keystone is terns of exquisite beauty § 
and ringing brilliance, § 
the lovely goblet illus- § 
to serving the $1.5 billion jewelry trated is ‘Bettv’”’. to 


industry. tail at $5.00. 


more than ever before dedicated 


} ] = 1: + . , ~ 7 
See these compiete lines in our showrooms oO! 
- 


rb : corloc - + <7 — y 
wnen Our saiesman 1§ 1n your Vicinity. 


JEWELERS 
EBELING & REUSS CO. 
CIRCULAR-KEYSTONE 707 Chestnut a tery Philadelphia 6, Pa. 


Warehouses: Philadelphia, Pa., Pasadena, Calif 
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“BAROQUE” design in fine white trans- 
lucent china by HEINRICH & CO., Ba- 
varia, shows embossment covered with 
either rich platinum or mat gold—perfectly 
suited to today’s trend toward elegance. 
tein 


5-pc. Setting: App. $13.50 retail 


“LISMORE” . . . exquisitely handcrafted cutting done in 
heavy Waterford lead crystal from Ireland is shown here 
in small group of pieces from complete line of stemware 
and accessories. Approximate retail prices are: 


Port: $51.00 a doz. Goblet: $72.00 a doz. 
Jug: 21.25 each. Decanter: 32.50 each. 


Visit our Showrooms 
and 


See our Many Lines at the 


NATIONAL CHINA, GLASS AND TABLEWARE SHOW 


New Yorker Hotel, July 14-19 
Rooms 6I1, 612, 614, 615 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST., NEW YORK 10, N. Y. 


44 York Street 
Toronto, Ont., Canada 


712 S. Olive St. (Mdse. Mart) 
Los Angeles, Calif. 

















CHINA, GLASS & GIFTWARES (concluded from page 106) 


N AX WILLE, head of M. Wille Co., of New York, 

is spending two months on a marketing sur- 
vey of South America and Europe, visiting Chile, 
Argentina, France, Italy and Germany and at- 
tending the Milan and Hanover trade fairs. He 
is studying international designs and investigat- 
ing possible sources of supply for component 
parts which can be utilized in the Georges Briard 
lines for which the Wille firm is exclusive dis- 
tributor. The company has just produced a 20- 
page price list illustrating all of the items in the 
eight Briard lines. 


IEL F. EASTLUND, JR., of Berkeley, Calif., has 

been made Western sales manager for Fred- 
erik Lunning, Inc., of New York, with headquar- 
ters at Lunning’s Los Angeles offices. He will be 
the representative in northern California, Oregon, 
Washington, Arizona and Nevada, and will gen- 
erally supervise the firm’s activities in the West. 
Mr. Eastlund was formerly with Fraser’s, Inc. 


W P. C. ADAMS, vice-president of Royal 

* Crown Derby, Inc., and president of Fine 
China Associates, Inc., has announced the ap- 
pointment of William A. Etterley as treasurer of 
the two companies. Mr. Etterley has been with 
Crown Derby for the past nine months. In addi- 
tion to his new duties, he will continue to visit 
accounts in the New York and Chicago areas. 


HE ANNUAL CONVENTION of the Texas RJA 

and the cocktail party of the Tola Tumble- 
weeds will both be held in Dallas during the first 
week of September. The former will be held at 
the Hotel Adolphus, the latter at the Hotel Baker. 

The two organizations, through the coopera- 
tion of their officers and directors, have gone all 
out to make the Dallas Market second to none. 
With both the Allied Gift & Jewelry Show and 
the Original Dallas Gift Show being held at the 
same time, the Dallas Market will offer to mer- 
chants the largest array of new merchandise and 
one of the most important markets in the nation 
as well as one of the easiest to shop, according to 
H. Wes Johnson, president of the Allied Gift and 
Jewelry Show. Zee 


Classified advertisement in a recent issue of JC-K: 
“For Sale: Small jewelry store; 25 years established; 
low, low price, $5.00 and up.” 
That really must be a small store—or the owner is 


truly tired of the business. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








herman c. kupper, inc. 
39-41 west 23rd street 
new york 10, n. y. 
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HRANLUNIA UHINA 


One of Ewropes Dinesl 


TRUE PORCELAIN 
OF THE FINEST 
QUALITY 


NU 
Bed! SELLER 


in imported china 
through specialty shops 
in the U.S.A. 
e 
write for information 
or personal contact 











PEARL DIVING IS RUGGED STUFF (from page 78) 


Spod 
4 po ce around the boat, divers come up carrying their 


muddy, horny-shelled prizes either in their hands 
or, when the oyster beds are rich enough, in 
baskets strapped to their chests. After handing 
the oysters up to their pullers, the divers cling to 
the ropes for a few minutes of rest before adjust- 
ing their nose-clips for the next plunge to the 
bottom. 
’ — Water temperatures in the Persian Gulf rise 
Primula Bowl K. 189 hi pags gs ) and fall with the temperature of the air above 
nee apna 4 “4 14 igi a the surface. Since pear] divers must spend long 
oe ris ‘£. Cucumber Tray hours every day submerged in water, pearling 
$12.00 “Ameer” K. 94 operations are always carried out during the 
. (15% inches long) 
Retail price: $5.40 warmest months of the year, roughly from May 
through September—when on the Persian Gulf 
it gets very warm indeed! Pearling craft, lateen- 
In addition to the world famous Spode sailed Arab dhows 50 to 100 feet long, put out 
dinnerware in Earthenware and Bone China, from towns all along the Persian Gulf from 
Kuwait to the Trucial Coast, congregating in 
greatest numbers over the rich oyster beds off 
Bahrain Island. A boat stays out for about two 
weeks at a stretch, depending on the distance it 
Wholesale Distributors has traveled from home port, and during that 
Copeland & Thompson, Inc. time captain, divers, pullers and crew work, eat 
206 Fifth Avenue, New York 10, N. Y. and sleep aboard under a strict regimen that cus- 
tom has laid down over the centuries. 

The well-being of the divers is carefully watched 
by the captain. He knows that a full stomach 
would cut down on a diver’s wind, so daytime 
eating is held to perhaps coffee and a handful of 
dates. All larger pearling craft carry their own 
cooks who prepare the main repast—mutton and 
rice—right on the open deck as the sun is going 
down. 

The oysters from the bottom of the Gulf accu- 
mulate during the all-day diving sessions, wait- 
ing for all the men to pitch in and open them 
together either after supper or before the sun 
comes up in the morning. For recreation many 
pearling craft now carry a small, battery-powered 
radio capable of picking up Arabic music direct 
from Jiddah. Its antenna strung to the top of 
the tall, thin mast accounts for the only change 
that has been made in a pearler’s silhouette for 
a thousand years. 

The first pearl divers must have suffered ter- 
rible cuts and bruises as they pried the sharp, 
gram in the English china field? Royal Doulton, with a stubborn oysters from the bottom of the sea with 
powerful Spring schedule in THE AMERICAN HOME, HOUSE & unprotected fingers. But, being practical fellows, 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, MODERN BRIDE they soon started wearing leather thimbles on 
and SEVENTEEN. each thumb and finger while working in the deep. 
These thimbles have been one of the very few 
ry concessions the pearling industry has made to 
f\oual Doulton what is usually considered progress. 

‘ CA ts. nec It would be tantalizingly simple to run a dredge 
8 iene auPions «ch ) up into the Persian Gulf to sweep the bottom 
eee) or ST RSET, WEW VORs clean of moliusks systematically and thoroughly, 


DINNERWARE 


Spode also makes an extensive line of 
“Fancies” and other gift or traffic items. For 
information, call at the showroom or write to 














Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 


And who brings you the heaviest national advertising pro- 
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but such mechanical devices are banned for the 
protection of pearlers and oysters alike. Sim- 
ilarly, the advantages of Aqua-lungs, rubber 
flippers and diving masks have completely eluded 
the Arab pearler. Gathering pearls at their source 
has always been accomplished with a profound 
regard for the deep-seated traditions of the in- 
dustry. A simple nose-clip cut out of turtles’ 
Shells is the only standard piece of equipment 
divers ever wear in their arduous quest for pearls. 

For clothing they wear only a simple loin cloth, 
except when working in waters where their great 
enemy, the jellyfish, lurks. The diver then goes 
down in a kind of rough, black bathing suit which 
covers the whole torso, hands, legs and head, 
leaving only two slits for the wearer to see 
through. Frequently there are sharks to worry 
about, against which a sharp knife, alert re- 
flexes and years of experience offer the best pro- 
tection. 

Any woman fortunate enough to clasp around 
her neck a necklace of genuine Persian Gulf 
pearls, may be certain they have been culled in 
the traditional fashion by men who spend their 
lives diving off Arab dhows. 


Condensed from an article in Aramco World, 
published by the Arabian American Oil Co. Re- 
printed by permission. Zee 


THE REFRACTOSCOPE (concluded from page 66) 


the refraction, a test which could be made more 
easily with an ordinary polariscope. 


SINCE WE SELDOM HAVE A CHANCE to report on 
i new gem-testing instrument, and since nothing 
is more desirable for the jeweler than a little 
scientific equipment, one could wish that this one 
had more general usefulness and that its use 
required less experience than it does. 

To the man who makes gemstones his hobby, 
delighting in interesting tests, getting pleasure 
from observing the effects of various refractive 
index liquids on the transparency of a stone, and 
seeing clearly into the stones, the set could be a 
lot of fun. It has considerable usefulness in the 
areas where the conventional instruments fall 
down, for with this set we can get gravity deter- 
mination on the high-index stones like diamonds 
where index liquids and refractometers are use- 
less. Density determinations can also be made 
on unpolished specimens and opaque stones. Of 
course, these, too, are problems that are more 
likely to confront the hobbyist and the expert 
than the average jeweler. 

So our final conclusion must be that the pur- 
chase of the set is justifiable only for the buyer 
who has more than an average interest and train- 
ing in gem-stone study. ana & 











Voy Nationally Advertised 


> PASCO 


BAVARIAN CHINA 


JEWELERS, among our many patterns popu- 
lar with Retail Jewelers throughout the 
nation is REVERE—an importation in a 
traditional shape—to lend beauty and ele- 
gance to table appointments. 
We suggest you write for details 
of this and our other PASCO 
CHINA patterns selling well 
with Jewelers. 


Address Dept. JC 


a eee 


regal beauty exemplified by raised scrollwork with 

palladium trim on the purest of white translucent 

china. 

5 pe. place setting—$16.10 retail 

BRIGHTON ... same pattern in rich coin gold, 

at same price. 

Fh so DEA oes agg TIRSCHENREUTH (pronounced tear-shen- 
> roit). Design originality and fine quality 
Suze exemplified in china since 1838—over a 


century ago. 


PAUL A. STRAUB & CO., INC. 


Established 1915 
19 EAST 26th STREET, NEW YORK 10, N. Y. 
Los Angeles Showroom—Brack Shops, 527 West 7th Street 
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MOST RETAIL CREDIT CHARGES ARE NOW EXEMPT from the 10% federal excise tax. In a 


JEWELRY 


Clarification of last Fall's controversial ruling, the Internal Revenue 
Service has decided that the excise tax on jewelry, furs and other taxable 
items does not apply to credit or carrying charges, provided such charges 
are stated separately on customers' invoices, and are refundable proportion- 
ately with accelerated payments. 


EXCISE TAX COLLECTIONS FOR 1956 topped those of 1955 by 5.7 per cent. 
This evidence of increased sales tends to substantiate JC-K's recent 
estimate that jewelry store volume during 1956 was 1l per cent ahead of 
1954. 


EXCISE TAXES ON OTHER SO-CALLED LUXURIES suggest that furs, luggage, and 
toilet preparations have been making bigger sales gains than jewelry has. 
The excise tax on furs increased 6.6 per cent during 1956; the tax on 

luggage, 8.5 per cent, and the tax on toilet preparations, 17.1 per cent. 








ALL WRIST IDENTIFICATION TAGS AND BRACELETS ARE TAXABLE, Internal Revenue Service 


has ruled. The 10 per cent retail excise tax applies to all articles 
commonly or commercially known as jewelry, regardless of the substance of 
which they are made, the Service Says. 


ANRJA-NJA MERGER PROXIES, mailed to the industry last month, are being signed and 


DEMANDS 


returned in considerable quantity. Officials from both associations urge 
their members to send in the voting proxies aS soon as possible, since 
completion of the merger requires endorsement from two thirds of the members. 


FOR EXHIBIT SPACE AT THE NATIONAL CONVENTIONS are increasing. ANRJA execu- 
tive vice-president Charles M. Isaac said additional Space has been 
provided to meet exhibitors’ needs. The Retail Jewelers Market will 

be held Aug. 11-15 at New York's Waldorf-Astoria Hotel. 


NJA'S COMING CHICAGO JEWELRY FAIR is also having space problems. The 

Fair Committee reported one exhibition hall had already been sold out, that 
additional space would probably be bought by the end of May. Date: July 28- 
Aug. 1. Place: Conrad Hilton Hotel. 





DO JEWELERS FACE HOTTER COMPETITION FROM MILITARY PX'S? Air Force will sell on 


credit, without carrying charge, at two bases in an "experiment." Other 
bases may follow suit later. So far, Army and Navy PX's aren't talking 
about credit selling, but jewelers and other merchants are increasingly 
concerned. 


POSSIBILITY OF UNITING UHAA AND HIA IS BEING CONSIDERED. Delegates at the recent 


COSTUME 


ANOTHER 


UHAA convention in Sioux City endorsed continuance of merger negotiations 
with HIA, agreed to a joint convention next May in Washington, D. C. 


JEWELRY WHOLESALERS ARE ORGANIZING. More than 100 wholesalers at the United 
Jewelry Show in Providence welcomed formation of the National Association of 
Costume Jewelers, Inc., which has opened offices in New York. 


ELECTRIC WRIST WATCH HAS BEEN PATENTED--this time by Radio Corporation of 

America. Movements of the wearer's wrist wind a spring which, when re- 
leased, sends current into a storage battery. RCA has no plans to 

manufacture its product. However, the patent shows mounting interest 

a tna tags eat: watches, which so far have been marketed only by 
amilton. 
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BUYER SAM 
from Birmingham: 


The Chicago Gift Show is a 
time-saver ... enables me to 


cover this great central market 
in one easy trip. 





BUYER KITTY 
from Carson City: 


What's new?! My department 
built its reputation on always 
having newsworthy and un- 
usual items. Where do I find 
"em? At the Chicago Gift 
Show’s DISCOVERY ROOM 
in the LaSalle where each 
exhibitor’s most unusual new 
giftware is premiered. 





BUYER GENE 
from Abilene: 


Down in Texas we like things 
BIG! The Chicago Gift Show 
with its 8 big floors of terrific 
merchandise makes all us 
Texans really feel at home. 
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BUYER WILL 

from Fayetteville: 
China and Glassware are big 
items in my gift department 
and the Chicago Gift Show has 
the largest display of glass and 
dinnerware at any gift show. 












BUYER HATTIE 

from Cincinnati: 
I have a full schedule and find 
that the ten shopping days 
allow me plenty of time for 
careful selection. 


iti the Place’ to Bo 








AUGUST 4-15 


LASALLE HOTEL & PALMER HOUSE 


Eastern Manufacturers and Importers Exhibit, Inc. 


BUYER JOE 
from Buffalo: 


Variety — Novelty — Promo- 
tional opportunities . . . that’s 
what I look for, and I find so 
many great ideas among the 
more than 800 lines at the Chi- 
cago Show. (Plenty of estab- 
lished best sellers, too.) 








BUYER JANE 
from Fort Wayne: 


We appreciate that the Show 
Management helps us make 
our hotel reservations and I’ve 
found that it’s most conven- 
ient to stay at one of the show 
hotels. 


BUYER BRISCOE 

from San Francisco: 
I like to get acquainted with 
buyers from all over the coun- 
try, to exchange ideas and 
discuss business trends. That’s 
why I never miss the annual 
Dinner Dance and Bingo 
Party.“It’s always fair weather 
when gift buyers get together.” 















BUYER BRETT 
from Lafayette: 

I do my Christmas buying in 
August at the Chicago Gift 
Show. The many exciting new 
“Trim-a-Tree” exhibits give 
me ideas galore for my big 
holiday season. 





BUYER TERRY 
from Waterbury: 
Imported items create prestige 
sales in my Gift Department | 
and the Chicago Gift Show has 
imports in exciting variety 
from 28 foreign nations. 



















“FRANKLY, | SELL 


GIRARD PERREGAUX 


BECAUSE I’M ASSURED MY FULL PROFIT 





WITH NO UNFAIR COMPETITION!” 


... says George J. S/oan, 
of S/oan’s Jewelers, 
Tulsa, Oklahoma. 


e “Naturally, Girard Perregaux’s excel- 
lent method of price maintenance that 
protects all its dealers from unfair ‘cut- 
rate’ competition is only one reason 
we re so enthusiastic about the line. 
Another is the wide selection of styles 
and prices. 


“Our store caters to every price 
range, yet we cannot afford to carry 
tremendous stocks or many different 
lines. GP has over 250 styles to choose 
from ... and while the price range 
goes from less than $50.00 to more 
than $5000, much of the line is priced 
from $49.50 to $100, which accounts 
for most of our business. As always, 
the combination of a fine product and 
fair, impartial business ethics is un- 
beatable.”’ 


GIRARD PERREGAUX 


Fine Watches Since 1797 
610 FIFTH AVE. «© NEW YORK 20, N. Y. 
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Most Credit Charges Exempt from Excise Tax, 
Under New Ruling by Internal Revenue Service 


The Internal Revenue Service 
has modified its controversial rul- 
ing of last Fall to exempt most 
retail credit charges from the re- 
tail excise tax. 

In a clarifying ruling, IRS now 
says that the present 10% retail 
excise tax on sales of jewelry, 
furs and other taxable articles 
may be excluded from carrying or 
credit charges if certain condi- 
tions are met. These conditions 
are that the charges are stated 
separately on customers’ invoices 
and that they are refundable in 
proportion to any accelerated pay- 
ments. 

IRS had ruled last Fall that 
credit charges were tax-exempt 
only if they were computed at the 
legal rate of interest on the un- 
paid balance, were _ refundable, 
and were separately stated. Other- 
wise they would be considered 
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FASHION PLAQUE: Proud. 
Imperial Pearl Syndicate exec- 
utives receive a Glamour maga- 
zine Editorial Fashion Award 
plaque from managing editor 
Kate Lloyd, “in recognition of 
their creative leadership in the 
cultured pearl industry during 
1956.” Vice-president David 
Goidstone and design depart- 
ment head Mrs. Bloch accept 
the honors for Imperial. 
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part of the article selling price, 
and would be taxable. 

Retailers complained that under 
the Fall ruling virtually no retail 
credit would qualify for tax ex- 
emption, since the so-called 
“legal” bank rates of interest in 
most states (6% to 8%) were not 
high enough to cover the costs of 
credit investigation, increased 
costs of bookkeeping and other ex- 
penses of credit transactions. 

The Jewelry Industry Tax Com- 
mittee presented the _ retailers’ 
case to the Commissioner of In- 
ternal Revenue, and a conference 
on the subject was held Jan. 29. 

In a letter to the JITC on April 
25, R. J. Bopp, chief of the IRS 
excise branch, ruled: 

“You indicate there are two 
methods usually followed in 
adding such service charges after 
the down payment has been de- 
ducted from the selling price, 
namely, (1) a carrying charge of 
1% percent is added each month 
to the unpaid balance and (2) at 
the time of purchase a charge of 
10 percent is added to the unpaid 
balance which is to be paid off in 
ten monthly installments. In each 
case an appropriate credit of re- 
fund of the service charge is 
made for accelerated payment.... 

“In the transactions cited the 
service charge is determined with 
respect to each individual trans- 
action, taking into consideration 
the deferred portion of the cus- 
tomer’s account after the down 
payment has been deducted and 
the length of time agreed upon 
for payment of the balance due. 
Also, the customer is given an 
opportunity to obtain a refund of 
the service charge proportionate 
to any accelerated payment of the 
account. Where the arrangement 























ACID TEST: Hamilton’s elec- 
tric wrist watch ticks away the 
seconds on power supplied by 
two pennies, some wire and a 
lemon. This proof of the in- 
finitesimal amount of energy 
needed to run timetelling’s new- 
est innovation was conducted 
by research chemist John 
Ryhne (left) and Dr. John A. 


Van Horn, Hamilton research 


director. Some lemon-aid! 


_— 





embodies the foregoing character- 
istics, we take the position that 
the service charge is a bona fide 
finance or carrying charge and 
may be excluded from the tax 
base, provided it is shown as a 
separate item on the invoice fur- 
nished the customer or may be 
readily determined from the rec- 
ords of the retailer.” 


Wrist Bracelets, Tags Taxable, 
Internal Revenue Service Rules 


Wrist identification tags and 
bracelets are now subject to the 
federal retail excise tax, regard- 
less of the substance of which 
they are made, the Internal Reve- 
nue Service has ruled. 

The tax, IRS says, applies to all] 
articles, real or imitation, whicn 
are commonly or commercially 
known as jewelry, except articles 
prescribed for a military uniform. 
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Speakers at UHAA Convention Urge Watchmakers to “Sell” 
Higher Repair Prices; Merger with HIA Is Considered 


A baker’s dozen of speakers at 
the United Horological Associa- 
tion of America convention in 
Sioux City, Iowa, April 27-28, led 
discussions on everything from the 
need for higher watch repair 
prices to advantages of ultrasonic 
watch cleaners. 

Norman D. Luth, Bell, Calif., 
was re-elected president. Also re- 
elected were William J. Yost of 
Milford, Neb., vice-president, and 
Orville R. Hagans of Denver, ex- 
ecutive secretary. 

Most significant convention de- 
velopment was the unanimous en- 
dorsement by UHAA members of 
further talks with the Horological 
Institute of America on possible 
unification. Both groups have al- 
ready agreed to a joint convention 
next May in Washington, D. C. 

UHAA registered approval for 
continuing merger negotiations 
with HIA after hearing a report 
by executive secretary Orville R. 
Hagans on the findings of a 10- 
man UHAA-HIA merger study 
committee which met in Sioux 
City just prior to the UHAA con- 
vention. 

The joint study committee re- 
portedly considered topics of cur- 
rent status of each group, methods 
of establishing by-laws, possible 
names for a united group, an 
official publication, preparation of 
proxies, and values of a single na- 
tional watchmakers’ group. 


Higher Repair Charges 

Max Schwartz, technical direc- 
tor for the service division of the 
Bulova Watch Co., declared that 
watch repair prices have not 
risen proportionately with cost-of- 
living increases, said “it is neces- 
sary for us to increase our ability 
as salesmen in order to increase 
our revenue.” 

Another speaker, James B. Kidd 
of Des Moines, Iowa, urged dele- 
gates to educate their customers 
on the degree of training needed 
to produce skilled watchmakers, 
to make known that “watchmakers 
are not being justly compensated 
for their skills.” 

Encouragement for expanding 
UHAA’s scratch mark program 
was voiced by a Civil Defense Ad- 
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BEST BOSS: H. K. Swenerton | 
| (right), vice-president of Glad- 
| ding, McBean & Co., Los An- 
geles ceramics firm, receives 
| award for outstanding success 
in employee relations. Robert J. 
| Cannon, president of the Los 
| Amaalen Merchants and Manu- 
facturing Association, presents 
the plaque at association ban- 
quet, attended by more than 


1000. 





ministration official, Edwin M. 
Stocking of Denver. He stressed 
the importance of a scratch mark 
master file in emergency identifi- 
cation of dead, wounded and lost. 








Bad 


BRAND NAMES WINNERS’ L 


Ir] Bradberry of Clinton, Ky., 
an association director, suggested 
that duplication in scratch marks 
could be greatly reduced by ex- 
pressing location in latitude and 
longitude numbers. 

Members of the 10-man UHAA- 
HIA unification study committee 
were: Jean Pierre Savary of New 
York; Arthur F. Beck of Mel- 
bourne, Fla.; Harold Calvert of 
Indianapolis; and Hamilton Pease 
of Providence, R. I., all HIA mem- 
bers; James L. Hamilton of Den- 
ver, Colo.; Jesse E. Colman of 
Nashville, Tenn.; Max C. Phillips 
of Twin Falls, Idaho; Norman D. 
Luth of Bell, Calif.; William J. 
Yost of Milford, Neb.; and Orville 
R. Hagans of Denver, Colo. all 
UHAA members. 





‘Integrity Starts in the Home” 
Is 1957 Father’s Day Slogan 
The National Father’s Day Com- 
mittee in New York has announced 
the official theme for the June 
16 Father’s Day holiday. It is 
“Integrity Starts in the Home.” 
The “integrity” idea came from 
the acceptance speech delivered 
by the 1956 Father of the Year, 
Joseph N. Welch, the Boston 
lawyer who gained national fame 
in the Army-McCarthy hearings. 





Pe s 


UNCHEON: Harold Rosenquist and Phil 


Wolfe of Speidel Corp., Providence, gave a luncheon May 2 at the Wal- 
dorf-Astoria Hotel, New York, for the five retail jewelers who were 
winners in the Brand Names Foundation 1956 Award. Standing, left to 
right: Elliott Meyer of S. A. Meyer Co., Washington, Pa.; Larry Engel of 
Einson-Freeman Co., Long Island City, N. Y.; Nathan Fink of Fink’s 
Jewelers, Inc., Roanoke, Va.; Bernie Fields, Middletown, Conn.; and Mr. 
Wolfe. Seated, left to right: Mrs. Rosenaquist; Sam Meyer; Mrs. Fields; 
Mr. Rosenquist; Kenneth A. Mitman of Bixler’s, Inc., Easton, Pa.; Mrs. 
Mitman; Carl S. Carstens of C. A. Schnack Jewelry Co., Alexandria, La.; 
Mrs. Carstens; and Mrs. Fink. The Saturday Evening Post entertained 
118 Brand Name award winners, their wives and guests at the Hotel 
St. Regis Roof. Life saluted the winners at a luncheon at the Colonnades 


of the Essex House. 
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Al Gartner 
vice president 


Ben A. Lipshy 
president 


New Management Elected 
For Zale Jewelry Chain 
As Founder, Brother Retire 


Morris B. Zale, founder of the 
74-store Zale Jewelry Co. chain, 
has retired as firm president, the 
company’s board of directors an- 
nounced May 4. He will continue 
as chairman of the board. 

The board also announced the 
retirement of vice-president Wil- 
liam Zale, who will remain as 
director and as head of the profit 
sharing and finance committees. 


J. L. Wilson 
vice president 
ad director 





Mel Berns 
vice president 
South division 


visor; Sid Lipshy (Ben’s brother), 
vice-president and northern divi- 
sion supervisor; Leon Cizon, vice- 
president and western division 
supervisor; Esir Wyll, secretary. 
In announcing his retirement 
from active management, Morris 
Zale expressed pride in the fact 
that “the team to which Zale’s 
future has been entrusted has 
been entirely trained and devel- 
oped within our organizations.”’ 
Under the leadership of the Zale 
brothers, the company has grown 
in 33 years to its present 74-store 
chain operation. The firm today 


Sid Lipshy 
vice president 
North division 





Esir Wyll 
secretary 


Leon Cizon 
vice president 
West division 


Jewelry Trade Gives Gifts 
For Outing Club Event 


Generous response to this year’s 
request for gifts for the Jewelers 
Outing Club has been reported by 
outing chairman R. V. Lawrence. 

The New York organization, a 
good-will group of several hun- 
dred members of the jewelry and 
allied products industries, hosts 
jewelers to a day in the country. 

One of the highlights is the 
presentation of prizes and gifts 
from firms in the trade. This year’s 
event will be held June 22 at 
Green’s Hotel, Pleasantdale, N. J. 


Ben P. Lipshy has been elected ane: See eens eee: 
to succeed Zale as_ president. 
Texas-born Lipshy has been with 
the jewelry firm since 1926, when 
he went to work in the company’s 
first store, in Wichita Falls, Texas. 

Lipshy has served as general 
supervisor for the firm, and since 
1948 has been executive assistant 
and treasurer at the general of- 
fices in Dallas. 

Succeeding William Zale as 
vice-president is Al Gartner, who 
entered the firm in 1939 as man- 
ager of the Springfield, Mo., unit. 

Other members of Zale’s new 
management team are: J. L. Wil- 
son, vice-president and director of 
advertising; Mel Berns, vice-pres- 
ident and southern division super- 





PAST PRESIDENTS FETED: Alexander E. Arnstein, president of the 
24 Karat Club of the City of New York, entertained past presidents and 
present officers of the organization at a dinner on April 4. (The figures 
after the names indicate respective years of presidency.) Standing, left 
to right: Reginald Reichman, °45; Craig Munson, °56; Albert E. Levy, 
40; Harry J. Bromley, 52; Jerome L. Grant, present secretary; H. James 
Stern, 55; Benjamin Lazrus, ’53; P. Irving Grinberg, 42; Alexander E. 
Arnstein, ’57; Walter Eitelbach, ’43 °44; John Ballard, present vice presi- 
dent; Norman M. Morris, 49; Peter M. Fahrendorf, 48; and Alexander 
H. Arnstein, the host’s cousin. Seated left to right: Charles W. Sommer, 
21 ’32: Gustave H. Niemeyer, ’21, present chairman of the board; Harry 
EF’. Dickinson, ’22; Jacob Mehrlust, ’33 ’°34; William I. Rosenfeld, °17; and 
Walter N. Kahn, ’23. Four past presidents not present were: W. Waters 
Schwab, °37; Howard W. Boynton, 46; Herman L. Baskin, °51, and 
Charles H. Church, ’54. 





RETIRING: Morris B. Zale (Cleft), 


who founded the big organization, and 
his brother, William Zale. 
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Air Force Decision to Extend Credit in Post Exchanges 
May Cause Flare-Up in Retailer-Military PX Controversy 


The smouldering fight on pro- 
posed expansion of military Post 
Exchanges may flare again from 
a new source. The joint Army- 
Air Force Post Exchange head- 
quarters has granted the Aljr 
Force permission to test a one- 
year credit program at two air 
bases beginning July 1. 

“If the test succeeds, it may 
be extended throughout the ex- 
change system,” one semi-official 
Army source speculates. 

Credit for both officers and en- 
listed men will be offered at 
March Air Force Base, a huge 
installation in a heavily-business 
area on the California coast, and 
Wright Patterson Air Force Base, 
close to the huge business district 
at Dayton, Ohio. 

Under the plan, purchases total- 
ing $35 or more will entitle a ser- 
viceman to make “deferred pay- 
ments.” Repayments will be based 
on both a 30-day charge account 
as well as a six-month deferred 
payment plan. Servicemen will re- 
ceive a credit authorization, de- 


pending upon their rank and pay. 
Top non-commissioned officers and 
commissioned officers will have no 
limit on their credit. 

No interest will be charged on 
any of the PX credit accounts, a 
spokesman says. 

The proposal is almost certain 
to draw heavy criticism. “How 
can a test of credit fail?” one 
retail spokesman comments. 

The question to be answered by 
the “test,” a military spokesman 
says, is whether the additional 
cost of administering a credit 
plan in exchanges will result in 
higher prices for servicemen, or 
lower profits for the exchanges. 

Credit was used in exchanges 
until 1942, when it was dropped 
because of the quick troop move- 
ments of World War II. It has 
not been resumed generally, al- 
though major oil companies op- 
erating on military bases have 
been permitted to extend their 
credit card facilities to service- 
men. 

Thus far, a spokesman for the 





Arde Bulova Receives 
President's Committee Award 
For Work for Handicapped 


The Distinguished Service 
Award, highest honor of the Pres- 
ident’s Committee on Employment 
of the Physically Handicapped, 
has been given to Arde Bulova, 
chairman of the board of the Bul- 
ova Watch Co. 

The presentation was made on 
April 30 by Maj. Gen. Melvin J. 
Maas, USMCR, Ret., chairman of 
the President’s Committee, during 
the annual meeting of the U. S. 
Chamber of Commerce at Wash- 
ington. 

General Maas lauded Bulova’s 
leadership in forming the Em- 
ployer Subcommittee, in 1955, to 
promote employment of the physi- 
cally handicapped in industry and 
business. 

Bulova recently completed his 
second year as chairman of the 
subcommittee, which today has 
membership from nearly every im- 
portant industry and business. 
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ARDE BULOVA: His help for the 
handicapped won top recognition. 


Bulova’s efforts on behalf of the 
physically handicapped include 
setting up a traveling exhibit in 
which disabled workers demon- 
strate their skill as watchmakers, 
and establishment, during World 
War II, of a tuition-free school of 
watchmaking for disabled _ vet- 
erans. The school maintains a 
lifetime placement service for its 
graduates. 

Committee members also pro- 
vide television and radio time to 
promote employment of the handi- 
capped. 








WINNING HAND: Carole 
Klein, Flushing, Long Island, 
winner in a recent Photoplay 
magazine competition, models 
her prize, a $400 Lucien Pic- 
card Original palladium watch, 
with four-strand cultured-pearl 
bracelet. With her is Irving 
Bazer, Lucien Piccard sales and 
| promotion manager. 











exchange headquarters in Wash- 
ington says, neither the Navy nor 
the Army have any plans to re- 
open credit programs. 

Spokesmen for the jewelry in- 
dustry last month reported agree- 
ment had been reached with the 
military, on the latest proposals 
for PX operations increases. 
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Many Retail Jewelers Sign | 
ANRJA-NJA Merger Proxies 


Both the American National Re- 
tail Jewelers Association and the 
National Jewelers Association have 
reported that proxies sent to retail 
jewelers last month on the proposed 
ANRJA-NJA merger are being 
signed and returned in consider- 
able quantity. 

ANRJA and NJA officials said 
the volume of proxies being re- 
turned indicates a favorable indus- 
try response to the idea of a single 
representative retail jewelry or- 
ganization-—the Retail Jewelers of 
America, Inc. 

Both associations urge their 
members to sign and return the 
proxies they received as soon as 
possible. ANRJA will hold a spe- 
cial meeting on June 12 to vote on 
the merger proceedings. NJA has 
not yet set a date for taking a vote. 

Two-thirds of the membership 
of each association must endorse 
the merger to make it effective. 
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Costume Jewelry Manufacturers Unite 
To Promote Higher Industry Standards 


Costume jewelry wholesalers at- 
tending the United Jewelry Show 
in Providence decided to form the 
National Association of Costume 
Jewelers, Inc., to promote “ethical 
practices and foster better condi- 
tions for all segments of the cos- 
tume jewelry industry.” 

More than 100 wholesalers en- 
dorsed the idea, at a meeting on 
May 5, presided over by Alfred 


Herz of Alfred Herz Co., New 
York. 

Proposed activities include in- 
stitutional advertising, creation 
of a seal for members’ merchan- 
dise, establishment of fair trade 
standards, a campaign to persuade 
manufacturers to sell through 
wholesalers instead of directly to 
retailers and general policing of 
wholesalers’ activities. Member- 





























Watches described as_ the 
world’s most complicated (up- 
per left), smallest (upper 
right), costliest (lower left), 
and thinnest (lower right) were 
among the 10,000 styles shown 
at the Horological Pavilion dur- 
ing the annual Swiss Industries 
Exposition in Basle, April 27- 
May 7. 

Most outstanding technical 
innovation was a research 
model of “the first practical 
transistor timepiece.” This po- 
tential watch of the future uses 
two tiny transistors to transmit 
| electronic impulses to four mi- 

croscopic condensers, which os- 
FER Re oleae 
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: Swiss Unveil New Watch Creations at Basle Fair ia 
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cillate the balance wheel. The 
balance wheel is the new 
watch’s only moving part. 

More than a million visitors 
at the Fair saw self-winding 
watches for the blind with | 
Braille numerals, an ignition | 
switch timer watch for figuring | 
the length of time parked, ex- | 
plorers’ watches that withstand | 
up to 300 Ibs. underwater pres- | 
sure, a self-winding wrist | 
alarm, and a man’s watch that | 
automatically adjusts for its | 
variations. There were even 
watches powered by gravity, 
light, changes in temperature 
and atmospheric pressure. 


| 
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ship initially will be limited to 


legitimate wholesalers. Later, it 
is proposed to admit manufactur- 
ers who sell exclusively through 
wholesalers as affiliate or associ- 
ate members. The new group’s of- 
fice address is 303 Fifth Ave., 
New York. 


Jobbers in Buying Mood 


Wraps were removed from 340 
manufacturers’ fall lines of cos- 
tume jewelry at the May 4 open- 
ing of the United Jewelry Show 
at the Sheraton-Biltmore Hotel in 
Providence. Exhibitors reported 
jobbers in a buying mood. 

The show committee entertained 
the visiting wholesale buyers at 
a group breakfast each morning 
in the hotel’s Garden Room. This 
feature, initiated at last Novem- 
ber’s show, was well received. 

The fall lines were exhibited in 
175 private rooms on five floors. 
Attendance topped previous show 
openings. 


John Plain Co. Will Prepare 
Benjamin Allen Co. Catalog 


John Plain & Co., a large Chi- 
cago wholesale concern which sells 
through catalogs to hardware, gen- 
eral merchandise and other stores 
throughout the U. S., has agreed to 
prepare the annual catalog of Ben- 
jamin Allen & Co., Inc., 111-year- 
old Chicago wholesale jewelers. 

The Allen catalog, which goes to 
Midwestern retail jewelers, will 
carry the Allen name and contain 
its customary lines of merchandise, 
plus additional lines suitable for 
retail jewelers and supplied by 
John Plain & Co. 

Benjamin Allen & Co. was found- 
ed in 1846 as A. T. Quimby & Co. 
After several changes of name, and 
the Chicago fire of 1871, Benjamin 
Allen resumed business _ individ- 
ually. He incorporated the com- 
pany in 1919. Upon Mr. Allen’s 
death in 1924, his son, Benjamin C. 
Allen, came into control as presi- 
dent. He still owns all of the capi- 
tal stock, except for shares owned 
by John G. Leiner, who has been 
treasurer and general manager for 
many years. 

John Plain & Co., Inc., founded 
in 1915, occupies six floors of a Chi- 
cago building. 
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TOP TRI-STATERS: Newly-elected Tri-State Jewelers Association officers, left 


to right, are: Paul Day of Wilmington, second vice-president; Richard Erlanger 
of Baltimore, secretary; Calvin Lomax of Easton, Md., president; Benjamin, 
Blankin of Washington, treasurer; Melvin Foer of Washington, first vice-presi- 


dent. 


Tri-State Jewelers Elect 
Mayor Lomax President 


Calvin Lomax, Easton, Md., was 
elected president of the Maryland- 
Delaware - District of Columbia 
Jewelers Association at their 43rd 
annual convention May 5-6 at the 
Hotel DuPont in Wilmington, Del. 
Lomax is mayor of Easton. 

William M. Wright of Wilming- 
ton, ANRJA Regional Vice-Presi- 
dent, summarized the benefits 
which members will derive if the 
planned ANRJA-NJA merger is 
approved and discussed a simpli- 
fied bookkeeping system for state 
associations. 

Discussing “To Survive We 
Must Sell,” Hyman J. Cohen 
stressed the necessity of aggres- 
sive merchandising and advertis- 
ing in today’s competitive busi- 
ness markets. 

“Opening your establishment in 
the morning, displaying your 
wares each day, is not sufficient,” 
he said. “Unless one is actively 
promoting and advertising, he is 
on the way out.” 


Pennsylvania Jewelers 
Merge Two Organizations 


Creative thinking, retail prac- 
tices, credit policies, and mer- 
chandising for profit were part of 
the gamut of subjects considered 
at the Pennsylvania Retail Jewel- 
ers Association convention in 
Reading, Pa., April 28-29. 
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The meeting marked the official 
merger of the Retail Jewelers 
Association of Western Pennsy]l- 
vania and the Pennsylvania State 
Association. 

Some 200 jewelers and guests 
heard Dr. Bernard B. Goldner, 
Director of the School of Creative 
Thinking at LaSalle College, ex- 
plain the idea-producing tech- 
nique of “brainstorming” — a 
method of group discussion in 
which only positive ideas may be 
voiced. The convention partici- 
pated in a “brainstorming” ses- 
sion and agreed with Dr. Goldner 
that “groups can produce more 
and better ideas than individuals 
working alone.” 

Panel discussions emphasized 
the importance of community re- 
lations on store success and sug- 
gested new ways to increase 1957 
jewelry store profits. 


Newly-elected officers of the 


combined organization are: Ed 
Wolf of B. Harton, McKees Rocks, 
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HENRY O. RUHL, who heads united 
Pennsylvanians, and Mrs. Ruhl. 





chairman of the board; Henry O. 
Ruhl of E. G. Hoover Co., Harris- 
burg, president; George Ward of 
Wengler’s, Sharon, first vice-pres- 
ident; John Lewis of Robert C. 
Green’s Sons, Pottsville, second 
vice-president; Martin S. Morrow 
of Hardy & Hayes, Pittsburgh, 
treasurer; and Herman M. Hol- 
lander, executive secretary. 


Oklahoma Jewelers, Watchmakers 
Sponsor Jewelry Gift Show 


More than 500 jewelers, watch- 
makers and salesmen attended a 
jewelry and gift show in Okla- 
homa City, April 27-28, sponsored 
by the Oklahoma Retail Jewelers 
Association and the Oklahoma 
Horological Association. 

The TOLA Tumbleweeds, manu- 
facturers’ representatives in 
Texas, Oklahoma, Louisiana and 
Arkansas, arranged the show, fur- 
nished favors and door prizes and 
helped with entertainment. 

The associations held separate 
business sessions. 

Fred L. Kelley of Weatherford, 
Okla., a past president, was elected 
again to that office. 

Other RJA officers, all re-elected 


for second consecutive terms, are: 





Sam Clements 


Fred L. Kelley 


John Q. Reinhardt of Okmulgee, 
tene Pallisard of Tulsa, and H. S. 
McCurley of Norman, vice-presi- 
dents, and E. T. Tucker of Mc- 
Alester, secretary-treasurer. Re- 
tiring President Hugo F. Kofmehl 
became chairman of the board of 
directors. Kofmehl, who is a re- 
gional ANRJA vice-president, said 
jewelers must continue to fight 
the “unfair and discriminatory ex- 
cise tax” on jewelry items. 

George Sloan, Tulsa jeweler and 
immediate past president of the 
American Gem Society, reported 
on the recent Gem Society con- 
clave in Philadelphia. 

Re-elected to a fourth term as 
Oklahoma Horological Association 
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president was Sam Clements, Ok- 
lahoma City. 

Winford Anglin, of Jeff W. 
Beaty, Jeweler, Oklahoma City, 
was re-elected secretary-treasurer 
and George Weach of Rosenfield’s 
Jewelers, Oklahoma City, was 
elected vice-president. The asso- 
ciation’s board of directors re- 
mains unchanged. 


Clyde Cauwenbergh Re-elected 
President of Wisconsin RJA 


Clyde J. Cauwenbergh of Green 
Bay was re-elected president of 
the Wisconsin Retail Jewelers As- 
sociation, during a two-day meet- 
ing, April 28-29, at Milwaukee. 
More than 300 attended the ban- 
quet. 

The following other officers were 
re-elected: Henry Speigel, Mani- 
towoc, vice-president; B. W. 
Heald, Thiensville, secretary; E. 
F. Waldhier, Beaver Dam, trea- 
surer; and Nels Anshus of Meno- 
monie, Harmon McCarthy of Nee- 
nah, Milton Dalin of West Allis, 
Charles Cumicek of Seymour, 
Harry T. Blum of Madison, and 
Chester S. Hubbard of Kenosha, 
directors. Leo Kohlbeck of Mil- 
waukee was named a director for 
a one-year term. 


Massachusetts-Rhode Island 
RJA Elects Cook 1957 President 
Sydney D. Cook, of A. Stowell & 
Co., was elected president of the 
Massachusetts and Rhode Island 
Retail Jewelers Association at 


their recent 42nd annual conven- 
tion in Boston. 

Nearly 300 members and guests 
heard outgoing president James 
R. Kay denounce proposals for a 
Massachusetts retail sales tax on 
jewelry items. 


RETIREMENT GIFT: Retiring Pres- 
ident James R. Kay receives gift tele- 
vision set from successor Sydney D. 
Cook. 
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ALABAMA RETAIL JEWELERS’ OFFICERS: Listening to 2nd vice-president 


Fred Couch, Anniston, (right) are left to right; Nick Saad, Dothan, secretary; 
Kalman Shwarts, Montgomery, Ist vice-president; and Claude Moore, Mobile, 


president. 


Alabama RJA Steps Up 
Regional Activities 

A new constitution and by-laws 
were adopted at the tenth annual 
convention of the Alabama Retail 
Jewelers Association held April 
14-15 in Birmingham. 

To increase local usefulness, the 
state is now divided into nine dis- 
tricts with a vice president for 
each. The vice presidents replace 
the former governors, who were 
elected at large. More than 200 
members and guests attended. 

New officers are: Claude Moore, 
Mobile, president; Kalman 
Shwarts, Montgomery, Ist vice 
president; Fred Couch, Anniston, 
2nd vice president; Nick Saad, 
Dothan, secretary; P. Koss, Gads- 
den, treasurer. 

The following are regional vice 
presidents: Ferd Zundel, Mobile; 
Jim Ruth, Montgomery; Lamar 
Ware, Auburn; Dwight Raff, Tal- 
ladega; J. H. Pitts, Alexander 
City; T. J. Hollingsworth, Eutaw; 
J. L. Hoffman, Gadsden; Alvis 
Wales, Scottsboro; and Garfield 
Goodwin, Bessemer. 





South Carolina RJA 


Re-elects Its Officers 


L. Carol Avant of Manning, 
S. C., was re-elected president of 
the South Carolina Retail Jewelers 
Association, during a joint meet- 
ing with Georgia jewelers at At- 
lanta. 

Others re-elected are: J. C. 
Thomas of Clinton, secretary- 
treasurer; John Darden of Con- 
way, Ist vice president; and Alan 





Reyner of Columbia, 2nd vice 
president. 

Guest speakers included: B. M. 
Getman, vice president of the Gor- 
ham Mfg. Co., and P. Irving Grin- 
berg, executive vice president of 
the Jewelers Vigilance Commit- 
tee, New York. 


Washington RJA Names 
New Officers for 1957 

The Washington Retail Jewe!l- 
ers Association has elected the 
following officers for 1957: 

Malcolm Karfstedt of Seattle, 
president; B. J. Burnett, also of 
Seattle, Ist vice president; Ear! 
Dunagan of Dunbar Jewelers, 
Yakima, 2nd vice president; Rich- 
ard Weisfield of Seattle, trea- 
surer; and Emil Behrman of Ken- 
newick, secretary. 

David Lombardo of Seattle is 
association executive secretary. 


Oregon RJA Elects 
John Tobin President 


The Oregon State Jewelers As- 
sociation held a special meeting 
Apr. 9, and elected the following 
officers: 

Axel Anderson of Portland, 
chairman of the board; John 
Tobin of Burmeister & Andersen 
Co., Oregon City, president; Mar- 
tin Zell of Zell Bros., Portland, 
lst vice president; William C. 
Hoffman of Hoffman Jewelers, 
Coos Bay, 2nd vice president; 
Frank Breall of Miller & Breall, 
Portland, secretary-treasurer; 


and Edward N. Weinbaum of 
Portland, executive secretary. 
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Sale of Exhibit Space 
For Chicago Jewelry Fair 
Continues at Rapid Pace 


More than 160 jewelry firms 
have reserved exhibit space at the 
Retail Jewelers Market in Chicago 
(the National Jewelry Fair) at 
the Conrad Hilton Hotel, July 28- 
Aug. l. 

With the 144-booth south ex- 
hibition hall completely rented, 
40 booths in the north hall were 
made available last month. 

This activity indicates lively in- 
terest in the show which will be 
jointly sponsored, for the first 
time, by both the National] Jewel- 
ers Association and the American 
National Retail Jewelers Associa- 
tion. Previously, the Chicago Fair 
had been NJA’s project and the 
ANRJA held its own show in New 
York. Both shows will be jointly 
sponsored this year, in line with 
the planned merger of the two 
yroups. 

George Gayou, Chicago Fair 
manager, has announced limited 
additional available exhibit space 
in private dining rooms and suites. 
The exhibit rental office for the 
Fair is at 812 Olive St., St. Louis 
1, Mo. 

NJA convention plans are al- 
most completed, according to Wil- 
liam Wagner, Executive Secretary. 
Officers of national, regional, state 
and local organizations are in- 
vited to attend “Association Day” 
meetings on July 30. 

They will meet organizers and 
directors of the Retail Jewelers of 
America, Inc., the new association 
which hopefully will soon represent 
the retail jewelry industry. 

Members of the Fair’s planning 
committee are: Clarence Olsen of 
Olsen & Ebann Jewelry Co., Chi- 
cago (chairman); Fred B. Dreifus 
of Dreifus Jewelry Co., Memphis, 
Tenn.; Sol Blickman of Rogers 
Jewelers, Indianapolis; NJA pres- 
ident H. A. Goldberg of Ports- 
mouth, Va., and secretary Wag- 
ner. 

Merchandise to be exhibited in- 
cludes watches, silverware, dia- 
monds, rings, clocks, jewelry, ap- 
pliances, typewriters, cameras and 
radios. Many new Fall and Christ- 
mas lines will be shown for the 
first time. 
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DIAMOND PEACOCKS: New. 
president Matthew J. Brown: 
(right) honors retiring presi- 
dent Harold Berry at Boston — 
dinner dance. Guests included | 
| presidents of several organiza- | 
| tions: Jack Sawyer of New. 
| Hampshire RJA, William Hag- | 
|gart of Providence Jewelers | 
| Club, Sydney D. Cook of Massa- | 
| chusetts and Rhode Island RJA, | 
| Herbert L. Thomas of Boston | 
Jewelers Club, Howard H./| 











| Sweet of Manufacturing Jewel- | 
| ers and Silversmiths of Amer- | 
| ica and Martin Freeman of Ver- | 
| mont RJA. Vincent Chapman, 
| secretary of the Jewelers Board | 
| of Trade also attended. 


| Cmemeeecees — — — 


Former Montgomery Ward 
President Elected to Gorham 
Vice-Presidency 


Wilbur H. Norton, former presi- 
dent of Montgomery, Ward & Co., 
was elected a vice-president and 
assistant to the president of the 
Gorham Manufacturing Co. at a 
recent annual Gorham board of 
directors meeting. He was also 
named a director of the firm. 

Norton’s 16-year affiliation with 
Montgomery Ward began in 1982. 
He served as vice-president and 
general sales manager of the 
giant mail order house before be- 
ing elected president. 

Upon his resignation from 
Montgomery Ward in 1948, Norton 
became a vice-president of Gen- 
eral Motors, and four years later 
left that position to serve as presi- 
dent of Hollingshead Corp., Cam.- 
den, N. J., chemical products firm. 

Norton was born in Hampton, 
N. H., in 1903. He attended Phil- 
lips Exeter Academy and Harvard 
University. He holds director- 
ships in a number of corporations, 
and has served on several govern- 
ment advisory committees. 


ANRJA Completes Program 
For 52nd Annual Convention 
In New York Aug. 11-15 


The American National Retail 
Jewelers Association has com- 
pleted the program for its 52nd 
annual convention and retail 
jewelers market to be held at the 
Waldorf-Astoria Hotel, New York, 
Aug. 11 to 15. 

Some additional exhibit space 
has been provided in order to meet 
the demand of new exhibitors, said 
Charles M. Isaac, executive vice 
president. The total number of 
exhibit spaces sold to date is 322 
and the total number of display 
spaces sold is 47. Total number 
of exhibitors thus far is 225. 

The convention program will 
cover many subjects including: 
“Keeping Pace With Modern 
Trends Through Research” by Wil- 
liam E. Hill, president of William 
Ik. Hill & Co., Inc., New York; 
“Let’s Talk About the Merger” by 
attorney Phillip E. Hoffman, chair- 
man of the coordinating committee 
of the Retail Jewelers Association, 
New York; and “Why Installment 
Credit is Important” by Herman 
Wasserman, vice president of the 
National Jewelers Association. 


Fall Marketing, Styling Plans 
Set at Simmons Sales Meeting 


R. F. Simmons Co. salesmen 
from Los Angeles, Chicago and 
New York discussed styling and 
marketing plans at the annual 
Simmons sales conference May 1-3 
in Attleboro, Mass. 

They previewed a new, ten-page 
brochure introducing the Fall 
merchandise. 


W. N. Norton, Gorham’s new v-p. 
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Central Siberia Has Diamond-Rich Kimberlite ‘Pipes’ 


Like Those of South Africa, Russian Geologists Say 


JC-K cannot confirm the accuracy 
of the following material, which 
comes from Russian sources. 
Whether true or false, the conten- 
tions are interesting.—Editor 

Soviet geologists, exploring the 
wastelands of central Siberia, claim 
to have found diamond fields rival- 
ing those of South Africa. The dis- 
coveries are apparently so rich 
that Russia dreams of being self- 
sufficient in diamonds by 1958. 

Diamonds have been known in 
the Ural mountain region, but 
none were suspected elsewhere in 
Russia until shortly before World 
War II. Quantities of pyrope gar- 
net were found in the Lena River 
basin, giving hope that diamonds, 
too, might be present. 

Many small teams of surveyors 
followed waterways, tracing de- 
posits of pyrope as an indicator of 
diamonds. They found their first 
diamonds in 1946, but were con- 
vinced that the main deposits 
were still undiscovered. 

“In the summer of 1954,” says 
a Soviet writer, “Larisa Popu- 
gayeva, a_ geological engineer, 
started out on foot to a spot where 
she had discovered small red crys- 
tals of pyrope. The taiga marshes 
and trees felled by the wind made 
headway difficult. 

“Every half kilometre Popuga- 
yeva took samples, all of them 
showing the presence of pyrope. 
It was now clear that somewhere 
in the upper reaches of the small 
stream there was kimberlite, from 
which the water was washing out 
the pyrope. 

“And then suddenly there were 
no more crystals. The geologists 
wanted to go back when Popuga- 
yeva noticed a tiny stream barely 
running from under stones and 
wind-fallen trees, and she decided 
to investigate. There she discov- 
ered pyrope and the little red 
crystals brought her to the cher- 
ished goal: the first kimberlite 
pipe ever found in the USSR. 

“She called it Zarnitsa (Summer 
Lightning) after the northern 
lights. Soon thereafter Vladimir 
Shuchukin, a young geologist, dis- 
covered another pipe. 

“In the summer of 1955, six men 
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and 15 reindeer carrying food and 
tents pitched camp along one of 
the tributaries of the Vilyui river. 
The bright northern light was not 
conducive to sleep, and as soon as 
the first glow appeared in the east, 
geologist Y. Khabardin set out on 
his search. Ascending a ravine 
along the stream, he came upon a 
fox hole. In digging his hole, the 
animal had cast blue ground upon 
the surface. Khabardin didn’t be- 
lieve his eyes, though he knew 
that where Popugayeva and Shu- 
chukin had discovered kimberlite 
there was also blue ground. 
“Soon the rest of the group 
came up and they worked all day 
and all night. Then, in a piece of 


the blue ground they discovered a 
diamond weighing several carats. 

“Scores of native diamond de- 
posits were discovered last year 
and millions of carats have been 
registered. 

“Take a look at the map of Sibe- 
ria. At the point where the Lena 
River skirts the Patomskoye Up- 
land, you will find on the left bank 
of the bend the village of Mukh- 
tuya, chief community of the Lena 
District. This ordinary village of 
hunters and trappers has a great 
future in store. Construction has 
been started on one of the largest 
mechanized ports on the Lena. 

“A motor highway is under con- 
struction from Mukhtuya to the 
diamond-bearing area, and beside 
road-builders there are bulldozers, 
geodesists, geographers and per- 
mafrost experts at work.” 








Jewelers Benefit From Series of Seminars at Hamilton 


Hamilton Watch Co. recently 
brought 800 jewelers to Lancas- 
ter, Pa., during a series of selling 
seminars. Between 125 and 200 
jewelers attended each of the 
open-house events, on April 30, 
and May 2, 7, 9 and 15. 

A conducted tour took the visi- 
tors in small groups through the 
Hamilton plant each morning, fin- 
ishing at the cafeteria by noon. 
After lunch, President Arthur B. 
Sinkler opened the seminar by out- 
lining the philosophy of the Hamil- 
ton Watch Co. R. A. (Steamer) 
Fulton, in charge of sales, intro- 
duced a series of stage productions. 
Steve Fedor, director of merchan- 
dising, was narrator during a live 
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HAMILTON GUESTS arrive by special bus at selling seminar headquarters. 








HAMILTON SALES Director Henry 
S. Tholen addresses selling seminar. 
pantomime which showed how a 
watch design is created — from 
drawing board to production. Then 
came a lively customer-jeweler skit 
bringing out a four-step selling 
technique. 


pee 
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Christian Jakobb Students Win Annual Mechanics Institute Jewelry Design Awards 





Third Honorable Mention 
Norman Lappine 





First Honorable Mention 
Israel Alexander 





Harold R. Scholl H. O. Graduate Award—Thomas Oliva 
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The annual exhibit of jewelry 
designs created by students of 
Christian A. Jakobb was held 
April 4 at the Mechanics Institute, 
20 W. 44th St., New York. 

Several hundred designs were 

shown by the largest class ever 
taught by Mr. Jakobb, who has 
trained some of the country’s lead- 
ing jewelry designers. 
The gold medal first prize this 
year was awarded to Edward G. 
Schwarzkopf. Second-prize winner 
Rudolf S. Hirsch was awarded a 
silver medal, and Hubert C. Wat- 
son received the bronze medal 
third prize. 

Honorable mention awards went 
to Israel Alexander (first), Harold 
R. Scholl (second), and Norman 
Lappine (third). 

Thomas Oliva, last year’s first 
prize winner, received the Insti- 
tute’s graduation award, the H. O. 
Medal, given each year to the 
graduate with the best school 
term achievement record. 

All award medals were made and 
donated by Medallic Art Co., 325 
E. 45th St., New York. 


Congressional Group Probes 
Discount House Supply Operations 


Complaints by retailers. that 
many nationally-known merchan- 
dise lines are sold to discount 
houses at lower rates than to or- 
thodox merchants are under Con- 
gressional investigation. 

A House Small Business subcom- 
mittee headed by James Roosevelt 
(D.-Cal.) has been collecting evi- 
dence to determine whether certain 
discount house’ supply-operations 
are illegal. The Robinson-Patman 
Act and other Federal statutes pro- 
hibit price discrimination, special 
discounts, and other “unfair” busi- 
ness methods. 

The Senate and Supreme Court 
are presently reviewing the “good 
faith” principle of these statutes, 
to determine whether it should be 
modified. Under this principle, a 
supplier may cut the price to one 
customer, but not to others, if the 
reduction is done “in good faith to 
meet the equally low price of a 
competitor.” 
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“MISS ST. LOU”: Robert Q. 
Lewis, radio and_ television 
star, watches as Ring Guild of 
America representative Martin | 
Kritzer presents a_ cultured 
pearl ring to Jo Ann Borseth, 
North Central Airlines stew- 
ardess. Miss Borseth, winner of 
the “Miss Spirit of St. Louis” 
award, was judged the world’s 
ideal airlines hostess on basis 
of intelligence, poise, grooming 
and conversational ability. The 
Ring Guild gave a ring to each 
of the 35 runners-up. 
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Pittsburgh Salesmen Organize 
“Golden Nuggets’ Sales Group 


A group of 44 Pittsburgh area 
jewelry salesmen have applied for 
charter membership in a recently 
organized social and service sales 


group called the “Golden Nug- 
gets.” 

Sales territory of the “Golden 
Nuggets” includes the Tri-State 
area, Western Pennsylvania, West 
Virginia and Ohio. 

The following officers were 


elected at the group’s first meet- 
ing: President, James J. Gluck; 
vice-presidents, Edward Jacobson, 
Norman T. Kanel and David Wise: 
secretary, John Joseph; assistant 
secretary, George S. Pearth; trea- 
surer, Art Silver. 

A committee has been formed to 
create a charter and establish by- 
laws, for presentation to the mem- 
bers at the next group meeting. 





Kansas RJA Convenes; 

Plans Sales Clinic in Fall 
Kansas Retail Jewelers Asso- 

ciation held its annual convention 


May 4-6 at the Allis Hotel in 
Wichita. 
New officers elected were: 


Frank Eschmann of Topeka, presi- 
dent; Leo Raborn, Ist vice presi- 
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dent; Z. J. Hamm of Salina, 2nd 
vice president; and Eugene P. 
Wetzel of Wichita, secretary- 
treasurer. Plans were made for a 
sales clinic in Salina on Sept. 29. 








Waltham Vice-President Retires 


After 52 Years Company Service 
H. Russell Williams, vice presi- 
dent of watch administration at 
the Waltham Watch Co., 
last month after nearly 
service with the firm. 


52 years’ 


retired | 


Williams entered into his long | 


association with the company at | 


the age of 14, when he went to 


work as clerk and errand boy for 


the Robbins & Appleton Co., 
which was sales agent for Wal- 
tham. 

When Waltham began distribut- 
ing its own products, 
was promoted from general sales- 
man to branch sales manager. 
also served as general sales 
ager before achieving his 
presidency. 

Williams is well traveled 
well known throughout the jewelry 
industry. He is a member of the 
Jewelers 24K Club of New York, 
the Brotherhood of Traveling 
Jewelers, and the Maiden Lane 
Historical Society. 


Wis. Watchmakers Re-elect 
Tom Armstrong as President 


More than 200 watchmakers and 
guests attended the Wisconsin 
Watchmakers Association’s an- 
nual convention March 31 at Mad- 
ison. 

President Tom Armstrong, Wa- 
tertown, was reelected to a second 
term. Serving with him in the 
coming year will be Robert Bur- 
dick, Madison, vice-president; 
Medla, Cudahy, secretary; Conrad 
Kasten, Waukesha, treasurer. 


New York RJA Elects 
Syracuse Jeweler President 


Thomas Murfitt of H. J. Howe, 
Inc., 
dent of the New York State Retail 
Jewelers Association at its April 
28-29 convention in Schenectady. 

Other officers elected to 1957 
terms were: 
Canandaigua, 


treasurer, and J. 


Malcolm Campbell of 


Williams | 
He | 
man- | 


vice- | 


and 


Ed | 


Syracuse, was elected presi- | 


Francis Thibault of Evans & Sons, | 


Inc., Utica, secretary. 
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Chrome Top 
Stainless Steel Back 


Fashionable Steel Exp. Bracelet 





#259 Stainless Steel Case 
Expansion Bracelet 
or 
#260 Yellow Steel Back 

RGP Exp. Bracelet 


e INCABLOC SHOCK PROTECTED 
e ln Black or White Radium Dials 
Samples sent upon request. 
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Ask for our New full descriptive Catalog, 
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GRYSLER WATCH CO. 


580 Fifth Avenue New York 36. 














Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All inquiries Strictly Confidential 


A. WEILER & CO. 
Established (880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 
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JULES RACINE & COMPANY xc. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36 
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V.LP.“S AT MERIDEN: Wholesale distributors pause for the cameraman 
during their recent tour of International Silver Co. plants in Meriden, 
Conn. Pictured left to right (front row) are: Gene McGraw of Geo. 
Phillips Co., Scranton; Aubrey Hawkins of Gleeson Jewelry Co., Louis- 
ville; Dave Rosner of Burdick Co., Cleveland; Roy Tompkins and Bill 
Buckingham of A. H. Ficken Co., Cleveland, and Paul Taylor of Gorenflo 
Co., Detroit. Second row: Gene Schmidt of Gleeson Jewelry Co., Louis- 
ville; Dick Albery of A. H. Ficken Co., Cleveland; Howard Karr of Heyne 
& Groves, Toledo; Joe Malek of Petersen, Max & Co., Buffalo; Neal Cooke 
of Gleeson Jewelry Co., Louisville. Third row: Wes Friedman of Geo. 
Phillips Co., Scranton; Bob Harder of Heyne & Groves, Toledo; Bill 
Ketchum of A. H. Ficken Co., Cleveland; Ray Fricken of Burdick Co., 
Cleveland; Vic Standing of S. H. Clausin & Co., Minneapolis, and Howard 
Brenis of J. H. Gross Co., Cleveland. 





Crackdown on Smugglers 
Praised by Watch Importers 


Two watch smuggling gangs 
have been apprehended by Cus- 
toms agents as part of intensified 
effort to curtail U. S. import of 
contraband merchandise. 

The Special Customs Racket 
Squad in New York uncovered two 
schemes involving illicit importa- 
tion by six persons of some 1500 
watch movements valued at more 
than $25,000. 

Douglas Cartland, professional! 
ping pong player and overseas 
troops entertainer, was arrested 
as he passed through customs at 





McGuire Air Force Base in New 
Jersey. 


He was wearing a multi- 
pocket vest containing nearly 300 
watches. A second man was ap- 
prehended with 50 watches simi- 
lar to those carried by Cartland. 

In another case, Alfred Bene- 
dict and Aaron Weinberger of the 
Benli Watch Co. were arrested 
with suitcases said to contain 1225 
contraband watches. Customs 


| agents said two other men were 
| involved in the case. 


American Watch Association 








President Samuel Anderson laud- 
ed Customs Bureau agents for 
their latest successes, and pledged 
continued cooperation to the Bu- 


reau’s campaign to stamp out 
smuggling. 
Watch smuggling activity 


climbed sharply following a 50% 
watch tariff increase in 1951. Cus- 
toms efforts have since reduced 
violations, due in part to the 
wholehearted cooperation of 
watch importers and other seg- 
ments of the American jewelry 
trade. 


—_ 


Tariff Body to Hear Complaints 
Of Stainless Steel Manufacturers 


The U.S. Tariff Commission has 
scheduled hearings in Washing- 
ton beginning July 16 to air 
charges of U. §S. stainless steel 
flatware manufacturers that low- 
price foreign imports are damag- 
ing or threatening to damage their 
business. 

Complainant in the case is the 
Stainless Steel Flatware Manufac- 
turers Association. Members want 
higher import tariffs on foreign 
stainless steel products, to protect 
U. S. manufacturers’ business. 
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Edward H. Barker, Michaels Jew- 








elers, Waterbury, Conn., explains how to coordinate china, silver, 
and glassware to a group of high school students who participated 
in Seventeen magazine's first nationwide Taste-Setter Tablesetting 
Contest. The local contest was won by Leavenworth High School, in 
one of 16 regional competitions held in leading stores throughout the 


country. 


Benrus Awards $5000 in Prizes 
To Contest-Winning Jewelers 

Fifty retail jewelers from 25 
states, winners of the recent Ben- 
rus Watch Co. “Self-Regulating 
Watch” contest, received $100 
checks last month. 

The contest was open to the na- 
tion’s retail jewelers and their 
store staffs. 

S. Ralph Lazrus, Benrus chair- 
man of the board, said response 
to the contest “exceeded our most 
optimistic hopes.” 

According to Lazrus, “the con- 
test created an enormous wave of 
jeweler interest in the Benrus 
Self-Regulating Watch, and in ad- 
dition brought us a useful fund of 
stimulating comments and eceri- 
tiques on the marketing of this 
unusual new watch.” 

Lazrus said Benrus feels a gen- 
uine debt of gratitude to all the 


contestants who filled out and 
mailed their entries. Thousands 
of entries were received from 


throughout the nation. 


Father’s Day Council Suggests 
Retailers Get Early Ad Start 

NEW YorRK CitTy—The Father’s 
Day Council, Inc., 50 East 42nd 
Street, has issued a release and 
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timetable which urges retailers to 
get a sufficiently early start on 
their Father’s Day promotions to 
make the most of the holiday’s 
market potential. 

Last year, the Council states, ap- 
proximately $350 million was spent 
for Father’s Day gifts, 75 per cent 
of which were purchased by women. 
This was the largest volume for 
the holiday on record, and 1957 
promises to exceed this figure, the 
Council asserts. 

The Council is offering a wide va- 
riety of dealer aids, newspaper 
mats, displays and other promo- 
tional material. Retailers are also 
urged to join the Father’s Day 
Council, by sending a check, for 
any sum desired, to the council. 

Father’s Day falls on June 16th. 


Hawaii Jewelers Elect 
New Association Officers 
Hawaii Jewelers Association, 
during a recent meeting in Hon- 
olulu, elected the following offi- 
cers: Stephen 8S. J. Ching of Lam- 
bert & Sons, president; T. Miya- 
moto, vice president; Lloyd E. 
Klumpp of H. F. Wichman & Co., 
and Thomas 
board of the 
Hono- 


secretary-treasurer ; 
R. Shields, retail 
Chamber of Commerce of 
lulu, executive secretary. 











Precious and 
Semi-precious 


STONES 


Star Sapphires Cat's eyes 
Emeralds Rubies 
Sapphires Aquamarines 
Peridot Amethyst 
Jade Turquoise 


RINGS 
Precious Stones 
in appealing mountings 


for ladies and gentlemen 
Memo selections sent promptly 


Allan Caplan 


2 West 46th St. 


New York 36, N. Y. 
Plaza 7-1560 








Wedding Rings * Guard Rings 


Circlettes 


.»- OF OUTSTANDING BEAUTY 
and QUALITY 





Genuvine or syn- 
thetic colored gems 
from 1 mm. Ba- 
guette Diamonds. 
All Guard Rings 
set in Platinum or 
Gold channels. 
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Round Diamonds or 
genuine colored 
gems. (1 to 10 pts.) 


Genuine spheres of 
Turquoise, Opal, 
Amethyst, precious 
Topaz, Garnet, 
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iy Chrysoprase, Onyx. 
9) Oriental Pearls. 
From $25.00 ea. 


Keystone 





a” 1907 Golden 1957 
Anniversary Year 


6 E. MONROE ST. 
CHICAGO 3, ILL. 






127 








QUALITY 
-ASSURES 
PROFITS 


, Vi Dine 


CULTURED PEARLS 


Tite Chtcaleteloli-mm ol-tel'lp amelale mm zelieL- 
plus positive safety with the 
Brogan patented Safety Clasp 
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PHILADELPHIA 7° 

















JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 74) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 











He does NOT have everything and neither does she 
. until they have Leonore’s elegant new tcothpick. 
We suggest you perk up hot weather sales with these 
in their own genuine alligator case. With single 
initial or bead top. 


Sterling Silver 
i4kt. Gold 


$3.30 each, retail 
$10.95 each, retail 
(Fed. tax included.) 


LEONORE DOSKOW, Inc. 
MONTROSE, NEW YORK 
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New Benrus Information 
Bureau Headed by Ben Matz 


A new department will mark a 
large scale expansion of Benrus’ 


technical information service to 
jewelers. Known as the Benrus 
Technical Information Bureau, it 
will function under the supervi- 
sion of a certified master watch- 
maker, Ben Matz. Mr. Matz is edi- 
tor of Loupe, and former Horo- 
logical editor of National Jeweler. 
He is widely known as a lecturer, 
author and instructor on technical 
aspects of watch production and 
servicing. 


New York Metropolitan Area 
Groups Unite with New Name 


The Consolidated Retail Jewel- 
ers of New York and New Jersey 
has been incorporated under the 
laws of New York State and with- 
in a few months will take over en- 
tirely the Retail Jewelers Associa- 
tion of Greater New York, Inc., 
and the Associated Credit Jewel- 
ers of New York and New Jersey, 
Inc. 

According to an announcement 
made just before this issue went 
to press, this consolidation is the 
forerunner of a strong and active 
Metropolitan New York and New 
Jersey retail jewelers association. 


J. Jessop & Sons Changes 
Officers; Plans Expansion 


Richard Jessop and George Car- 
ter Jessop have been elected board 
chairman and president, respec- 
tively, of J. Jessop & Sons, Inc., 
century-old San Diego jewelry 
firm. 

Richard Jessop replaces Alonzo 

Jessop, who will continue as a di- 


rector. The new president, George 
Carter Jessop, was formerly vice- 
president of the firm. 

Also advanced were Joseph E. 
Jessop, from secretary-treasurer 
to vice-president; Arthur J. Jes- 
sop, from assistant secretary to 
secretary-treasurer. Elected as di- 
rectors were Richard Jessop Jr. 
and George Carter Jessop Jr. 

The firm has announced plans 
for expanding its business to 
cover all sections of San Diego 
county. The four-store firm report- 
edly will open at least three more 
stores within the next five years. 


Close Battle Expected 
On Postal Rate Increase 


Congressional leaders expect a 
close battle to accompany the Ad- 
ministration’s request for sharply 
increased postal rates. 

House leaders expect passage in 
the lower chamber, but say it may 
again be blocked in the Senate. It 
was the Senate which stopped a 
postal rate hike bill last year. 

The Post Office Department 
wants the first class rate raised 
from the present 3¢ to 4¢. The De- 
partment also wants third class 
rates raised by about one-third. 
This would apply to most advertis- 
ing mailings. 


Borel Watch Co. Expands 
Midwest Headquarters 


The Ernest Borel Watch Co. of 
Neuchatel, Switzerland, entertain- 
ed some 200 guests at the opening 
of its new, enlarged national sales 
headquarters, at 1008 Walnut, 
Kansas City, Mo. 






Ero eee 


ew 4 

Shown above are, left to right: 
Franz Winklhofer, Borel factory 
representative; William Knight, 
watch department manager, Jac- 
card Jewelry Corp., Kansas City; 
Robert Bollier, Borel’s national 
sales manager, and Kenneth Wells 
of Jaccard’s. 
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New Locations 
Stocum Jewelers are combining 
stores at Trumansburg and Gro- 
ton, N. Y., and will relocate at 
143 Main St., Groton. 


Harry J. and Irving V. Levine, 
manufacturers representatives 
handling 8-day clocks, chrome and 
woodenware, from 23 W. 23rd St. 
to Room 519, 1123 Broadway, New 
York. 


Aaron Jaffe relocated at 761% Cen- 
ter St., Ellenville, N. Y. 


Harkin Affiliates, Inc., manufac- 
turers of jewelry and watch boxes, 
from 331 Madison Ave. to 95 Mad- 
ison Ave., New York. 


Josh Crohn, Inc., diamond import- 
ers, from 576 5th Ave. to 2 W. 46th 
St., New York. 


Garden Jeweler from Rialto The- 
ater Building to 9 Sullivan St., 
Canton, Pa. 


New Enterprises 
Haggard’s Jewelers, & S. 60th St., 
Philadelphia. 


Berner Bros., Van Tassel Apart- 
ments Building, Tarrytown, N. Y. 


A. & M. Hensman, Carmel, N. Y. 


Richard G. Jones, secretary-con- 
troller, and a director of both 
Handy & Harman of New York 
and Canada Ltd., has been elected 
president of the New York City 
Control of Controllers Institute of 
America for 1957-58. With a mem- 
bership of 800, it is the first and 
largest of the 50 chapters that 
make up the Institute, which was 
organized to provide an opportu- 
nity for financial executives to 
meet and develop better adminis- 
trative techniques at the manage- 
ment level. 


The Ring Guild of America, Inc., 
New York, has elected the follow- 
ing to full membership: Linde Co., 
a division of Union Carbide & 
Carbon Corp., New York; John 
Ullenberg, Inc., Chattanooga; 
Goodman & Co., Indianapolis; and 
new associate members: Wm. V. 
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Schmidt Co., Inc., and Handy & 
Harman, Inc., both of New York. 


S. A. Meyer, chairman of the 
board of the Darling Jewelry Co., 
Inc., Erie Pa., which has 15 stores 
in West Virginia, Maryland, Penn- 
sylvania, Ohio and New York 
State, announced the promotion of 
William E. Kidd to vice president 
and supervisor of the organiza- 
tion. G. B. Darling retired on May 
1 as president of the jewelry firm, 
and will remain as president of 
the Darling Land. Co. 


Mr. and Mrs. Bernard Landau re- 
cently returned from a trip to the 
gem markets of Ceylon, India, 
Burma and Thailand. Mr. Landau, 
a New York importer of gems and 
precious stones, flew to the ruby 
mines in Mogok, Burma, and vis- 
ited the sapphire mines at Ratna- 
pura, Ceylon. 


The Jewelers’ Fraternal Associa- 
tion of New York has elected the 
following officers: Dave Weinberg, 
president; Bert Armsheimer, vice 
president; Charles Parker, secre- 
tary-treasurer. Elected to the 
board of governors: Louis Baltes, 
Henry Edinger, Richard Bromley, 
and Jesse Block. 


The Golden Circle, New York, held 


its annual spring dinner dance _ 
at the St. Moritz hotel, May 17. 


Phil Cohen entertained at the 
April meeting at the Netherland 
Club. 


New officers of the Jewelers. 


Square Club of New York City 
were elected at a recent meeting. 
They are: Robert Wider of Dreher 
Bros. & Wider, president; David 
D. Levy of Elgin National Watch 
Co., Inc., vice president; Irving L. 
Weiner of Berwin Jewelry Co., 
Inc., secretary-treasurer and 
Harry Rosenthal, sergeant-at- 
arms. 


Arnold Thau, 69-49 Grand Ave., 
Maspeth, N. Y., celebrated the 30th 
anniversary of the founding of his 
business. He was located for more 
than 25 years at 68-01 Grand Ave. 





3 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 




















DIAMONDS 


Important single stones in 
fancy and roun 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, NLY. 
Plaza 7-2546 




















It's DuPont Nylon Time Again !! 


Only JEWELITE offers such a wide variety of 
colors, styles, and patterns at such sensible 
LOW prices . . . packaged in bulk, on attrac- 
tive display cards, or on eye catching revolv- 
ing display stands. 

manufactured by 


J. L. POPOWICH AND SON 
802 Sansom Street Philadelphia 7, Penna. 




















ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 

















Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Pantary of Jewels 


. 18-20 W. Sist St., New York 1, N. Y. 
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Be” Force 40° eare "” OAS 
WEDDING INVITATION 





STAY 


IN BUSINESS, OR 


SELL 


lf competition is too rough; if debts are 
piling up, we can show you how to run a 
successful and profitable sale that will 
help you stay in business, or, 


If you decide to liquidate, we will pay spot 
cash for your business, or advise you how 
to run a profitable Going Out Of Business 
sale. 


In either case, your financial position will 
be considerably strengthened. 


35 years’ successful 


Retail & Auction Sales 


our guarantee 
100¢ on the $ plus, for your stock 
aa 


We'll see you at our expense without 
any obligation 
® 


WRITE + WIRE + PHONE COLLECT 


COLMES & BRILL 


45 WEST 45th ST., N. Y. 36—JU 6-2334 





TOP W@W HAT 
CHARMS 


Sold only direct to Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 


BOSTON 8, MASS 


373 WASHINGTON ST., 


F Guine 





“The Finest Engraving that can be made” 
WILL ECKER & CO. 


414 N. TWELFTH BLVD. + ST. LOUIS 1, MO. 


sp €xclusive Deweler Dealerships 2 
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New Locations 


Fulginiti Co. from 333 Washing- 
ton St. to room 306 Washington 
Building, Boston. 

The B&C Jewelry Exchange from 
408-411 Province Building to 8 
Beach St., Boston. 

H. L. Hirsh & Co. from 318 Prov- 
ince Building to 85 Hanover St., 
Boston. 

S. E. Norden from 411 Elm St. 
to 261 Elm St., Somerville, Mass. 
Louis Striar from 200 Exchange 
St. to 28 Hammond St., Bangor, 
Ma. 

Metropolitan Ring Corp. from 419 
Province Building, Boston, to 
Cambridge, Mass. 


The annual summer outing of the 
Boston Jewelers Club will be held 
at the Commonwealth Country 
Club, Newton, Mass., on June 17. 


Members of the New England 
Guild, American Gem Society, held 
a dinner meeting at the Hotel 
Commander, Cambridge, Mass., on 
May 9. The June meeting, with 
election of officers scheduled, will 
close the 1956-57 season. 


Roger E. Brassard, Manchester, 
N. H., jeweler, was given a testi- 
monial dinner on April 3 for his 
many years of public service. He 
served as alderman for some time, 
and is now a member of New 
Hampshire’s Executive Council. 
Among those in attendance were: 
Governor and Mrs. Lane Dwinell, 
Mayor Josaphat T. Benoit, and 
William Dunfey, president of the 
New Hampshire Young Demo- 
crats. 


William Miljaro has joined the 
staff of Travis, Barber Co., Inc., 
Boston, as an inside salesman. He 
was formerly with C. & M. Jewelry 
Co., Hudson, Mass. 


Among returning vacationists are 
Mr. and Mrs. Leo Rosman of Hub 
Material Co., Inc., Boston, who 
spent eight weeks in Florida; and 
Mr. and Mrs. Bernie Mendelsohn 
of Mendelsohn & Terban, Inc., 
Boston, back from a trip to Con- 


ENGLAND 


cord, N. Y., which the firm won in 
an RCA Whirlpool washing ma- 
chine contest. 


James Felch has retired as presi- 
dent of Danecraft, Inc., manufac- 
turers of sterling silver jewelry in 
Providence. His partner, Victor 
Primavera, Sr., will continue to 
manage the plant. Victor Pri- 
mavera, Jr., will take over Mr. 
Felch’s duties, and the sales or- 
ganization will remain under the 
management of Milton Ledner and 
Herman Sands. 


The 10 teams of the Boston Jewel- 
ers Bowling League held their 
34th annual banquet on May 4 
and elected new officers. Joseph 
Ball of the Thomas Long Co., Inc., 
succeeded retiring president Earl 
Savoy of Shreve, Crump & Low 
Co., Inc. William Rushton of D. C. 
Percival & Co., Inc., was elected 
vice president; Harry Sederquest 
of D. C. Percival & Co., Inc., sec- 
retary; Thomas Hagerty of Gor- 
don Bros., treasurer; and Philip 
Barber, official scorer. 


John H. Derby, Jeweler, Inc., Som- 
erville, Mass., recently celebrated 
its 50th anniversary. Founded in 
1907 by John H. Derby, Sr., and 
incorporated in 1916, it is now the 
only firm left out of some 35 in 
the Davis Square section at the 
time it was started. 


Jean P. Savary, technical consul- 
tant of the Watchmakers of Swit- 
zerland Information Center, ad- 
dressed the annual dinner meeting 
of the Waltham School of Watch- 
making Alumni Association. Next 
year’s meeting will be in Stur- 
bridge, Mass. 


Pettengill’s, Inc., Quincy, Mass., 
closed its doors after 81 years in 
a business that began in a con- 
verted corn barn. It was founded 
in 1876 by Charles F. Pettengill, 
passed down through three gen- 
erations, and is closing because 
there are no members of the fam- 
ily left in Quincy. 
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“best public relations campaign” | 


New Locations 
Diness Jewelers to 119 Broadway, 
Chesterton, Ind. 


M. C. Starkey from Hunter Build- 
ing to Dr. R. C. Woods Building, 
Versailles, Ind. 


Gibbs Jewelry from Exchange 
Bank Building to S. Wayne St., 
Warren, Ind. 


Due to Columbia Memorial Build- 
ing at 31 N. State St., Chicago, be- 
ing torn down, many manufactur- 
ers’ agents have moved to the Hey- 
worth Building at 29 E. Madison 
St. Hy Spreckman & Co. and B. 
Leader & Sons will move to 5 N. 
Wabash Building, Chicago. 


Trading Corp. of America from E. 
Washington St., Chicago, to Indi- 
anapolis for two months, then to 
permanent quarters in Cleveland. 


New Enterprises 


St. Clair Jewelry, St. Clair, Mo. 


Jim Loney Jewelers, Cresap Build- 
ing, Monticello, III. 


Harold Shores, 1800 Broadway, 
Mattoon, III. 


The Golden Roosters Club, Chi- 
cago, will hold its annual picnic 
and golf outing on June 27. Chan- 
ticleer Ben Troup will initiate 12 
candidates under the Wrecking 
Crew chairmanship of Bill Mc- 
Greevy and George Mason. They 
are: Herman Belgrade and C. J. 
Leavitt, manufacturers represent- 
atives; James Leonard of F. H. 
Noble & Co., Inc.; Richard Meyers 
of Franklin Meyers Co.; William 
Boots, Jr. of Foster Metal Prod- 
ucts, Inc.; George Daly, Jr. of 
Elgin National Watch Co., Inc.: 
Jack Adamson of Squire, Inc.; 
Robert Amigh of R. F. Simmons 
Co.; Lewis Kanow of Gunst. 
Kanow & Gassin, Inc.: William 
Kaufman of A. Hirsch Co., Inc.: 
Edward Sakoff of Lossau & 
Kramer; and John T. Zeck of 
Oneida Ltd. 


Rogers & Co., Inc., Indianapolis, 
was the recipient of two gold 
awards won in a nationwide sales 
promotion contest sponsored by 
The National Retail Dry Goods As- 
sociation. Rogers was cited for 
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among association members. 


The Chicago Jewelers Club has 
elected the following officers: 
Rudolph Loonsten, 
Herbert Jacobs, vice president; 
Richard Showerman, treasurer; 


president; | 


Melvin Goldman, secretary. Direc- | 
tors are: Alvin Lauschke, Vince | 
Newman, Herman Kramer, Jerome | 


Hochberg, and Jerry Schwartz. 
Four new members were elected 
at the directors’ meeting in April: 
Robert Pliskin of Norman M. Mor- 
ris Co.; James Korshak, diamond 
merchant; Bert Sager of Para- 
mount Wedding Ring Co., Inc., 


and Robert Amigh of R. F. Sim- | 


mons Co. 


Lena Bausman of Silverton, Colo., 
is a candidate for “What’s 


My | 


Line?” She has been “keeper of | 


the courthouse clock” 
death of her husband, who was 
custodian for 20 years. Mrs. Baus- 
man winds the 50-year-old time- 
piece every eight days. 


since the | 


Newly elected officers of the Mil- | 


waukee Wholesale Jewelers’ Asso- 
ciation are: Frank J. Stachnik, 
president; Robert B. Hindin, vice 
president; and H. M. Stetter, sec- 
retary-treasurer. Members of the 
board include Emil E. Beyer, Wil- 
liam J. Kilb, Arthur C. Kuesel and 
the present officers. 


Boulevard Jewelry, Beloit, Wis., 
has come up with a special service 
to customers with cars. Motorists 
are invited to register their car 
keys, which become part of a per- 
manent record. In the event of 
loss or emergency the store will 
provide a new key immediately. 


Arthur B. Levy, Columbus, Ohio, 
has purchased Koven’s Jewelers, 
which will hereafter be known as 
Art Jewelers and operated under 
Mr. Levy’s direction. 


A third generation took over a 
jewelry business begun 70 years 


a 





ago when Roy Zuefle put his | 
Portsmouth, Ohio, store into the | 


hands of his son, David. 





EASTERN STAR JEWELRY 
Shrine Fez Pins 


Finest quality Austrian rhinestones and 


colored stones. 
Also, White Shrine, Jobs Daughters, 


Rainbow Girls, Knight Templar. 


Special Order 
Emblem Work 








Lodge, Fraternal and Club Emblem 
Jewelry is our specialty! Sample made 
to your specifications and quotation 
on request. 

Here's quick, sure-profit business and 
excellent advertising for your store. 


Write today for Free Illustrated Folder. 


B. David Company 


2508 Vine Street 
Cincinnati 19, Ohio 

















NASH the best light yet 


for your favorite cigarette! 


FOR LIFETIME GIVING... 


GetN AS canmanwetl 


© CIGARETTE LIGHTERS 








* Dynofiex sparking 
action at no extra cost 
* Choice of Styles and 
colors 

* FREE repair service 
for life! 


stake your 








et _. 


Sy ho to $6” 






Priced 
from— 











. Sweeping the Country 
<—H FANTASTIC SALES 
198 REPORTED 

P.T 


(KEYSTONE) 


HIGH SCHOOL 
FRIENDSHIP RING 


@ Sterling sliver 
Baked enamel 


Sizes 5-9 


ALL HIGH © Boked 
SCHOOL COLORS ® Fiace for 


A natural for promotion minded jeweiry 
stores . . . Send for sample. Patented, Beau- 
tiful heavy weight ... Mats free... 3 
dozen minimum .. . Proven success. 


Jristributed aolely by 


GAINSBORO OF BOSTON 
1330 *"A*’ Beacon St. Brookline 46, Mass. 
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AN UNUSUAL 
OPPORTUNITY 
FOR TOP-FLIGHT 
SALESMAN 


Once in a blue moon such an 
occasion as this arises. A lead- 
ing manufacturer of better grade 
men’s jewelry—14K gold, ster- 
ling, gold filled—is changing 
his distribution policy. He has 
an Opening in the Southeast for 
a man with an established “‘fol- 
lowing,” calling on the best 
retailers, who preferably resides 
in the territory. Inquiries will be 
held in strict confidence. Appli- 
cations should include resume 
and the lines now carried. 


ADDRESS “D., 


care of 


Jewelers’ Circular-Keystone 
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| Richard Liberty Co., 








| president; 











Write for the 1957 RED BOOK 


The Jewelers Catalogue 


Diamonds—Jewelry—Silverware 
Clocks—Appliances—Shavers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
Cincinaati 2, Ohio 


W here Service is a Tradition 














~~ Monufocturers FINE POCKET KNIVES 


( ke 


Leather 
Accessories 
THE JEWELRY £ CUILERY WOVELTY CO. 


orth Attlebore ©@ Massac 
Through Leading a 














RUSH TO Edwin reed we 


Prove for yourself how our jewelry 
Show card window service can hel 
™ @u make more sales! Ask for 
AY FREE TRIAL. Phone, write er 
wire TODAY — 


+ POPU 14 WEST 23 ST. NEW YORK 10 





ay 


Our work costs no more 
than ordinary work 


BECKER-HECKMAN : aiehde 
29 East Madison Street, Chicago 3, Illinois 
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New Locations 
wholesale 
jewelers, from Boca Raton Flats 
to 905 N.E. 5th Ave., Ft. Lauder- 
dale, Fla. 


Armstrong-Mobley, Inc. from 112 
Drayton St. to Guards Armory 
| Building, 344 Bull St., Savannah, 
| Ga. 


New Enterprise 


Gordon’s Jewelers, 2221 Bessemer 
Rd., Five Points West shopping 


center, Birmingham, Ala. It’s 41st 
| store in the Gordon organization. 


The Maryland Chapter of the Na- 
tional Association of Watch and 
Clock Collectors, meeting at Balti- 
more, April 23, elected new offi- 
cers. They are: Charles J. Burton, 
Paul M. Biedler, vice 











Variety, Novelty Show Needs 
Extra Space for Exhibitors 


Enthusiasm for the third an- 
nual Associated Variety & Novelty 
Manufacturers Show, scheduled 
for August 4-8 at Chicago’s Mor- 
rison Hotel, may cause the plan- 
ning committee to expand facili- 


' ties to three floors. 


Most rooms on two floors were 


| sold out before March 1. 


Buyers represent rack, carnival, 
souvenir, costume jewelry and 


_ men’s jewelry jobbers industries; 
| other buying fields include super- 


markets, variety chains, electrical 
appliance and housewares, toys, 
lamps, pens and pencils, watches 
and trading stamps. 


Phoenix Gift Show Expands 
To Meet Exhibitors’ Needs 


An overflow enrollment of ex- 
hibitors for the fall Phoenix Gift 
& Jewelry Show has necessitated 
the addition of more display space, 
Allied Exhibitors, show sponsors, 
announced. 


Some 2000 merchants from Ari- 


| zona, New Mexico, El Paso, the 
Texas Panhandle and Southern 


SOUTH 


president; Mrs. Margaret Gerben, 
secretary-treasurer, and Sody Sal- 
abes, special chapter representa- 
tive for the group. 


Gilbert Bryan has been named di- 
rector of the hollowware depart- 
ment of Claude S. Bennett, Inc., 
Atlanta. He formerly managed an- 
other store in Atlanta, and had 
been manager of a store in Flor- 
ida before that time. 


Melton R. Davis, vice president of 
Schwarzschild Bros., Inc., Rich- 
mond, Va., has been elected presi- 
dent of the Optimist Club, suc- 
ceeding J. Randolph Perrow. 


Wisby Jewelry, Titusville, Fla., 
recently celebrated its 10th anni- 
versary in business. 





California are expected to attend. 
The show will be at the Westward 
Ho Hotel, Sept. 29-Oct. 1. 


TWO-FACED WRIST WATCH 





Emil Formas, 60-year-old watch 
repairman of Ashtabula, Ohio, 
has made a two-faced wrist | 
watch. One face has the regula- | 
tion dial, the other the military — 
About | 


167 parts went into the compli- | 


or European readings. 


_ cated mechanism. It has two | 


_mainsprings, two center wheels, 


| two stems and 27 jewels. 
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New Locations 


Riesinger’s Jewelers consolidated 
its two stores into a single shop 
at 1814 Utica Square, Tulsa, Okla. 
Northup’s Jewelry from 507 to 519 
Frisco St., Clinton, Okla. 
Weber’s from 129 W. Grand Ave. 
to 235 W. Main St., Oklahoma 
City, Oklahoma. 

Harry Scher Square Deal Jeweler 
from 206 Main St. to 108 W. Capi- 
tol Ave., Little Rock, Ark. 

Shields Jewelry from Arizona 
Boulevard to 113 §S. Main St., 
Coolidge, Ariz. 

John Furbach from 417 Polk St. 
to 904 Polk St., Amarillo, Tex. 


New Enterprises 


Gordon’s Quality Jewelry Co., 
Southgate shopping center, S. 3rd 
& Belz St., Memphis, Tenn. 

Gabe Weil Precious Jewelry, Great 
National Life Building, Dallas. 
Rosenfield Jeweiry Co., Inc. (sub- 


urban branch), 611 N.W. 23rd St.. 
Oklahoma City. 
Carters Jewelers (branch store), 


Morgan Center, Jackson, Miss. 
Smith’s Jewelry Store, Beaumont 
Village shopping center, Beau- 
mont, Tex. 

Lester’s Jewelers (branch store), 
Parkdale Plaza shopping center, 
Corpus Christi, Tex. 

Curtis Jewelers, Center & Abram 
Sts., Arlington, Tex. 


Neal Cooke, long a representative 
of the jewelry industry, is now as- 
sociated with the Gleeson Jewelry 
Co., wholesale jewelers in Louis- 
ville, Ky. 


M. H. Peltz, who moved recently 
from his location at 112 N. Cen- 
tral Ave., Phoenix, to 75 W. 5th 
Ave., in nearby Scottsdale, Ariz., 
has an interesting background in 
the jewelry business. He has 
made jewelry ranging from a gem- 
studded championship belt for 
wrestler Stanislaus Zybyszko, to 
an exquisitely wrought ring as a 
birthday gift for his former 
schoolmate and friend, Eddie Can- 
tor, the famous comedian. 
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The TOLA Tumbleweeds in co- 
operation with the Texas RJA and 
other groups are starting a news 
service for members. “The Tum- 
bleweed Monthly Bulletin” will 
carry information about South- 
western retail jewelers. 


Texas Retail Jewelers convention, 
originally scheduled for June 8-9, 
in San Antonio, has been post- 
poned until Sept. 1-2. 


Mr. and Mrs. Herbert K. Brasfield, 
jewelers from Tupelo, Miss., were 
guests at the 10th annual conven- 
tion of the Alabama RJA. Mr. 
Brasfield is president of the Mis- 
sissippi RJA. 


Levy’s Credit Jewelers, Greenville, 
Tex., is trying a new type of dis- 
play. Jo Ann Newby Johnson wore 
a $12,500 swim suit designed espe- 
cially for Gruen Watch Co. It was 
jeweled with 82 tiny watches. 


Lester’s Jewelry stores in Abilene, | 


Corpus Christi, Lubbock and Sher- 
man, Tex., and Duncan, Oklahoma 
City, Ponca City and Shawnee, 
Okla., recently distributed a $50,- 
000 bonus to employees. 


Ralph D. Williams has been ap- | 


pointed manager of Appel’s Jewel- 
ry, Lawton, Okla. He formerly 
owned and operated his own 
jewelry stone in the same city. 
Eldon S. Berg has assumed man- 
agement of the Zale Jewelry Co. 
store in San Angelo, Tex., and 
K. A. Lidholm has been appointed 
manager of Shaw’s in Denver. 


Six watchmakers were issued cer- 
tificates from the Louisiana Board 
of Examiners. They are: Carl H. 
Brown, Springhill; Willie Castillo, 
New Orleans; Milton Welch, Alex- 
andria; and Clyde M. Keith, Joe 
W. Mosely, and Isadore Roseman, 
all of Shreveport. 


Mrs. Julius Smith, jeweler of Mc- 
Kinney, Tex., was a prizewinner 
in the Reed & Barton’s nationwide 
window display contest. 
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AN UNUSUAL 
OPPORTUNITY 
FOR TOP-FLIGHT 
SALESMAN 


Once in a blue moon such an 
occasion as this arises. A lead- 
ing manufacturer of better grade 
men’s jewelry—14K gold, ster- 
ling, gold filled—is changing his 
distribution policy. He has an 
opening in the Southwest for a 
man with an established “fol- 
lowing,” calling on the best 
retailers, who preferably resides 
in the territory. Inquiries will be 
held in strict confidence. Appli- 
cations should include resume 
and the lines now carried. 


ADDRESS “D., 2987” 


care of 


Jewelers’ Circular-Keystone 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bene China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Steck and Import 


a, 














FONDEVILLE & CO., INC. 
149 Sth Ave., New York 16, N.Y. 
AL. 4-0104 
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WEDGWOOD 


Bore China Dinnerware, Queen's Ware 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 

















MARY RYAN 


225 Fifth Avenue, New York : 
Merchandise Mart, Chicago NOVELTIES 


DECORATIVE 
ACCESSORIES 
FURNITURE 


GIFT AND ART 
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Northampton 
Cutlery for the Table 





Clement DELVYNW ARE 
| Color in Cutlery 


These two fine lines of distinc- 
tive cutlery are now being sold 
exclusively by The Clement 
Company, subsidiary of North- 
ampton Cutlery Company. 

You can continue to look to 
both lines for unexcelled cutlery 
of all types for you and your 
customers. Dealerships are now 
being established. Details on 


request. 





The Clement Company 
subsidiary of 
NORTHAMPTON 
CUTLERY COMPANY 
Northampton 2, Mass. 














REPRESENTATIVES WANTED 


By AA-l company for well de- 
signed, extensive, fast selling line 
of Barometers 4& travel, desk & 
bedroom clocks. Commission basis. 
Many choice territories open. 


Address "S., 2908,"" care of JC-K. 











HEADQUARTERS 
for Nationally 


Known Lines 


In our own building with Greater 
Facilities for Better Service 


U S TIME ALVIN 

SEMCA EVANS 

INGRAHAM SCHICK 

ULYSSE NARDIN WectinGHOUSE | 

WATERMAN 

SPEIDEL DORMEYER | 

RUMPP HAYWARD OSTER 

SESSIONS REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Whelesclers Since 1911 
325 West Medison Street, Chicago 6, MHlinols 





AMITY 
NORELCO 
ARVIN 
CASCO 
WEST BEND 
DELTAH 





Chatham Research Laboratories 
70—i4th St.. San Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 











Available in the World 
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New Locations 
Jenkel Jewelers, Inc. from 126 
Post St., San Francisco, to Valley 
Fair shopping center, San Jose, 
Calif. 


Rex Jewelers from 215 American 
Ave. to 138 E. 3rd St., Long Beach, 
Calif. 


Shearer Jewelers from 228 E. Ar- 
bor Vitae St. to Village Square 
shopping center, Hollywood Riv- 
iera, Palso Verdes, Calif. 


Norman Fresco, diamond whole- 
saler, from Room 802 to Room 
202A, 220 W. 5th St., Los Angeles. 


New Enterprise 


Sandsmark Jewelers, 7848 Castro 
Valley Blvd., Castro Valley, Calif. 


The Evergreen Ducks elected new 
officers at their annual dinner- 
meeting before the recent Pacific 
Northwest convention. They are: 
Gordon West of Parker Pen 
Co., Seattle, president; Norman 
Schwartz of Arnstein Bros., Van 
Nuys, Calif., lst vice president; 
Robert Gerlach of Butterfield 
sros., Inc., Portland, Ore., 2nd 
vice president; Lynn Paul of S. H. 
Friend, Portland, secretary-trea- 


_ surer; and Robert M. Johnson, of 


Hamilton Watch Co., Tacoma, as- 
sistant secretary-treasurer. 


Alexander Holcombe is now man- 


| ager of Max D. Holcombe Jewel- 
| ers, San Francisco. 


Henry Freed has been appointed 
general manager of Nordman & 
Aurich, Inc., San Francisco whole- 
sale jewelers, John Dalith will 
manage the material and service 
departments, and O. Z. Cahn will 
continue as_ representative in 
northern California and Nevada. 


Harold Hemus has sold his retail 
business in Merced, Calif., to 
Verde, Inc., which is operated by 
Ben Z. Green and son, Leonard, 
and has several stores in northern 
and central California. Leonard 
Green will manage the store and 
Hemus will remain as assistant 
manager in charge of repairs. 


The Jewelers 24 Karat Club of 
Southern California held its an- 
nual installation dinner May 14 
at Los Angeles. Officers elected 
for the 1957-58 club year were: 
Irving Kaufman, president; Jack 
E. Morris, list vice president; 
Rudy Apffel, 2nd vice president; 
Sam Warshaw, treasurer; and 
Herman Siegal, secretary, and, 
directors, Edward L. Endman, 
Stanley O. Jacobs, Percy F. Jones, 
Robert Mendelson, Herbert L. 
Mitchell, Arthur H. Ross, David 
Schwartzmann, Malcolm Tipp, 
Martin Thomas and Robert I. Wol- 
man. Plans are under way for 
the annual picnic. Helping chair- 
man J. B. Swartzburg are: Rudy 
Apffel; Lou Bold; Malcolm Tipp; 
and Bob Wolman. 


Clayton Riggs, who provided 
music for the 24 Karat Club of 
Southern California dinner, is 
also a jeweler. He and Mrs. Riggs 
operate a jewelry store in Los 
Angeles by day—and at night they 
have the Clayton Riggs Jazz Band 
with Mrs. Riggs as vocalist. The 
band is gaining well - deserved 
fame via TV appearances. 


The Kazanjian Foundation, a non- 
profit corporation organized by 
James and Harry Kazanjian, gem 
importers of Los Angeles, pre- 
sented the people of the United 
States with a carved head of 
Thomas Jefferson, weighing 1381 
carats. The gem carving, one of a 
series of four, was unveiled at 
Monticello, Jefferson’s home in 
Virginia, on the 214th anniversary 
of his birth. Other heads already 
completed are those of Washing- 
ton, Lincoln and Eisenhower. Col- 
lectively they are valued at more 
than $1,000,000. 


Vernon Haugsdahl, president of 
the Yakima Jewelers Union, an- 
nounced work on a new contract 
proposal for employees in the 
Yakima area. William Girard was 
named secretary at a_ recent 
meeting of the organization. 
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| Obituaries 


Robert Keith Bolton, 38, jeweler 
of Beaverton, Ore., died recently. 
Surviving are his widow; two 
daughters; parents, and a sister. 











Jacob W. Engel, 75, former jeweler 
of Wilkes-Barre, Pa., died Apr. 19. 
Surviving are his widow, two 
daughters, a brother, two sisters, 
and two grandchildren. 


Byron Lee Francis, 50, watch- 
maker and jeweler of Granville, 
Ohio, died Apr. 
mayor of Granville, he was local 
fire department president. 


Albert E. Gardner, 78, retired as- 
sistant secretary of the Gorham 
Mfg. Co., Ince., died in East 
Orange, N. J., Apr. 19. He worked 
for more than 40 years in Gor- 
ham’s New York office. 


Jacob Jentleson, 70, wholesaler of 
New York, died Mar. 17. He was 
a member of the Maiden Lane 
Outing Club and The Jewelers 
Square Club of New York. Sur- 
viving are his widow, two sons, 
and 4 grandchildren. 


Albert Knust, 59, jeweler of 
Huntingburg, Ind., died Apr. 7. 


Allen Lefferts, 69, former execu- 
tive of Tiffany & Co., New York, 
died May 4 at his home in Bay- 
ville, L. 1. He retired in 1948 after 
20 years with Tiffany’s. He had 
been manager of its silver factory 
in Newark, then assistant trea- 
surer and director of the firm. 


Sander Leifer, 103, retired jeweler 
of Chicago, died May 2. A native 
of Russia, he opened a jewelry 
store in Chicago 70 years ago and 
operated it until his retirement in 
1924. 


Thomas Martin Price, 90, retired 
jeweler of Dallas, Tex., died in 
March. He was a member of 
Tynes-Price & Co. before his re- 
tirement in 1929. 


David J. Prince, 67, jeweler of 
Seattle, Wash., died Apr. 24. Born 
in Poland he came to this country 
in 1910. 
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18. A former 


Otto Porter Ream, Sr., 79, retired | 


jeweler and watch repairman of 
Muncie, Ind., died Apr. 8. He is 
survived by his widow, two sons, 
two daughters, 11 grandchildren 
and six great-grandchildren. 


Paul Rietz, vice president and 
treasurer of Juergens & Andersen 
Co., Chicago, died recently. He 
directed the firm’s wholesale op- 
eration and had been with the 
company for 48 years. He was the 
grandson of Paul Juergens, who 


founded the firm 103 years ago. | 


Surviving are his widow, a son, a 
daughter, and a brother. 


Albert G. Sanford, 81, retired 
jeweler of Hamilton, N. Y., died 


Mar. 23. Surviving are his widow | 


and a brother. 


Cecil Raymond Scharton, 55, 
owner of Ace Mfg. Co., Lincoln, 
Neb., died Apr. 15. Surviving are 
his widow, two sons, 4 daughters, 
2 brothers, 2 sisters, and 20 grand- 
children. 


William H. Schwanke, 63, presi- 
dent of Schwanke-Kasten Co., 
Inc., Milwaukee, Wis., died Apr. 
17. He was a member of the Amer- 
ican Gem Society. Surviving are 
his widow, his mother, and four 


sisters. 


O. Shapiro, watchmaker of San 
Antonio, Tex., died Mar. 11. 





Herbert A. Sims, 53, jeweler of | 


Lafavette, Ind., died Apr. 13. 


Dr. Bruce R. Vent, 73, 
jeweler and optometrist of Koko- 
mo, Ind., died Apr. 18. Surviving 
are his widow, a son and daughter, 
and four grandchildren. 


Julius Windner, 81, retired Phila- 
delphia manufacturing jeweler, 
died Mar. 4 at his home. He is sur- 
vived by two brothers and a sister. 


Albert Witmond, 63, senior mem- 
ber of the firm of Sousa & Wit- 
mond, New York diamond import- 
ers, died Apr. 6. 


Charles Zitsman, 


retired | 


74, jeweler of | 


Springfield, Ohio, died Mar. 5 at | 
his home following a long illness. | 





| @Expanding mandrel 


@ Upright mandrel en- 


| @Reducing die with 16 











size rings fo fit 
your customers 


NEW 
RING 
SIZER 


ALLOWS SMALL 
INVENTORY 







accepts rings from 
sizes 1 to 15. 


ables easier sizing 
of rings. 


@No scratching 
No moarring. 


sizing holes permits 
the greatest range of 
reductions. 


only 9950 
Time Payments 
END FOR LITERATURE 
NEW HERMES 
PRODUCTS CORPORATION 
N.Y.3.N 





13-19 University Place 








NOW FOR 1957 
REDUCED PRICES 
No. tik Sheepskin mo- 
rocco grained leather 
cases, biack, brown, 
bive, green, tan for Swiss 
and Waltham Clocks. 

immediate Delivery 
Dealers $2.50 


ARISTO IMPORT CO., INC. 
630 Sth Ave., New York 20, N. Y. 








NYE’ Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 














GEMOLOGY 


offers unlimited a mag A for gem cutters, 
gem collectors or jewelers. Make it your career 
or hobby. We train you at home aed sead 
ou gem crystals and loupe. Diplome course. 
end fer free brochure. 
WASHINGTON SCHOOL OF GEMOLOGY 
3001 M St. N. W., Washington 7, D. C. 
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2740-A—I8-Kt Y.G. Ruby and Diamond 
ircle Brooch. 1.19 ct. of F.c. Diamonds; 
approximately 2.00 ct. of Rubies 


SOE P rofils in 
K-Designing / 


Send us some of your customers’ 
obsolete jewelry. We'll create fas- 
cinating new designs—re-mountings 
of exquisite distinction—first sub- 
mitting for your client's approval a 
precise art sketch in color. Original 
BCW re-creations are individually 
designed, die struck and hand-crafted. 


a 


Bierschenk-Clark-Wiegand, Inc. 


203 S. 12th St., Philadelphia 7 














“fh WEDDING RINGS es 
Experts nave created the world’s => 
newest gold i ~y uenee. You'll == | 
hear more — much ore about == 


the profit A My 
Wedding Rings. 


THE LIFETIME CO. 


119 Edison Pl., Newark 5. N. J. - 


Lifetime | - 


F REE two sooxters 


Shows An 
Amazing New Way To 
TURN PAST DUE INSTALLMENT 
ACCOUNTS INTO CASH! 
Quickly And Easily At 
Lowest Possible Cost. 


If you have P & L or Unpaid Installment 
Accounts on your books and you’ve been 
unable to collect them yourself—prepare 
for a pleasant surprise! Credit Information 
Bureau will tell you where your debtor 
lives — where he works and where he 
hanks. What will it cost you? LESS THAN 
THE COST OF A PACK OF YOUR FA- 
VORITE CIGARETTES. You can’t afford 
to be without this service. Your delinquent 
debtors are working —why not collect 
from them now—while “‘times are good for 
them” and the iron is hot? Send Today 
for 2 FREE INFORMATION booklets 
“How To Out- think Your Debtor” and 
“Skip Tracing Made Easy.’’ There is no 
cost or obligation. No salesman will call. 
The few minutes you spend reading this 
hooklet may help you collect more money 
than you ever thought possible. You owe 
it to yourself to send for these booklets 
Now! 
CREDIT INFORMATION BUREAU 
DEPT. JK6, 364A MAIN ST. 
EAST ORANGE, NEW JERSEY 


Free! Tear off and mail ad now! | 
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| shire RJA 


| Ave., 


| Hotel, 





COMING EVENTS 


5 Uv WwW & 


1-2—Watch Material Distributors 


| Association of America convention, 


Hotel Park Sheraton, New York. 
5-7—National Wholesale Jewelers 
convention, Edgewater 
Beach Hotel, Chicago. 
8-9—Texas Watchmakers 
tion convention, Gunter Hotel, 


Associa- 
San 


| Antonio. 


17-28—International Home Fur- 


| nishings Market, Merchandise Mart, 
| Chicago. 


23-24—-Vermont and New Hamp- 
joint convention, Lake 
Tarleton Club, Pike, N. H. 

30-July 5 — International House- 


wares Show, New York Coliseum. 


2 fee 


7-10—Cincinnati Gift Show, Nether- 
land-Hilton Hotel, Cincinnati. 
7-10—Christmas in July Market, 
Baker Hotel, Santa Fe Gift Mart, 
Merchandise Mart, Dallas. 
7-12—New York Home Furnishing 
Accessories Show, New York Trade 
Show Bldg. & Hotel New Yorker. 
8-19—Early Bird Market, 225 Fifth 
New York. 
14-16—Amarillo Gift Show, Herr- 
ine Hotel, Amarillo, Tex. 
14-19—-National China, Glass & 
Tableware Show, Hotel New Yorker. 
21-24—-Southeastern China, Glass & 
Gift Show, Atlanta Municipal Audi- 
torium & Atlanta- Biltmore Hotel. 
Southern Jewelry Show, Henry Grady 
Atlanta, Ga. 
21-24—-New Orleans Gift Show, 


| Hotel Roosevelt, New Orleans, La. 


21-24—-Washington Gift Show, Ho- 


| tel Willard, Washington, D. C. 


21-26—45th California Gift Show, 


_ Ambassador & Biltmore Hotels, Brack 


Shops, Merchandise Mart, Los An- 
geles, Calif. 

28-31—Carolina Gift Mart, Radio 
Center, 3229 South Boulevard, Char- 
lotte, N. C. 

28-Aug. 1—National Jewelers Mar- 
ket (formerly NJA National Jewelry 


Fair), Conrad Hilton Hotel, Chicago. 


oe ee ee ee 


4-5—Chicago Gift Show, La Salle 
Hotel & Palmer House, Chicago. 

4-6—Original Inland Empire Gift 
Show, Hotel Davenport, Spokane. 

Cotton States Gifts, 

Jewelry & Stationery Show, Peabody 
Hotel, Memphis, Tenn. 

4-7—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

5-8—Western China, Glass & Gift 
Show, Civic Auditorium, Sheraton- 


Palace, St. Francis & Sir Francis 
Drake Hotels, & Western Merchan- 
dise Mart, San Francisco, Calif. 
10-11—North Dakota RJA fall 
show, G. P. Hotel, Bismark, N. D. 
11-14—Pittsburgh Gift Show, Hotel 
Penn-Sheraton, Pittsburgh, Pa. 
11-15—Retail Jewelers Market 
(formerly ANRJA Trade Show), 
Waldorf-Astoria Hotel, New York. 
12-15—China, Glass & Gift Show, 
Portland, Ore. 
18-20—5th Annual Houston Gift & 
Housewares Show, Sam _ Houston 
Coliseum, Houston, Tex. 
19-22—-Pacific Northwest China, 
Glass & Gift Show, Olympic & New 
Washington Hotels, Civic Auditorium, 
Terminal Sales Bldg., Seattle, Wash. 
25-27—6th Annual Pittsburgh Fair, 
Pennsylvania RJA, Penn-Sheraton. 
25-28—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 
25-30—New York Gift Show, Ho- 
tel New Yorker & N. Y. Trade Show 
Bldg., New York. 
26-28—China, Glass & Gift Show, 
Davenport Hotel, Spokane, Wash. 


. @ 3 F 2. SB: Ee -8 aS 


1-2—-Texas RJA 
Adolphus Hotel, Dallas. 
1-3—California RJA convention, 
Claremont Hotel, Berkeley, Calif. 
Nether- 


convention, 


land-Plaza Hotel, Cincinnati. 
1-5—The Original Dallas Gift 
Show, Baker Hotel, The Santa Fe 
Gift Mart, The Merchandise Mart, 
Dallas Memorial Auditorium, Dallas. 
1-5—34th Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 
1-5—Detroit Gift Show, Hotels 
Statler & Sheraton-Cadillac, Detroit. 
8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 
8-12 — Parker House Gift Show, 
Parker House Hotel, Boston. 
9-13 — Boston Gift Show, 
Statler, Boston. 
14-15—-RJA of Missouri convention, 
Governor Hotel, Jefferson City, Mo. 
15-18—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 
15-18—26th Denver Gift & Jewelry 
Show, Hotel Albany, Denver. 
2)-22—-Iowa RJA conventien, Des 
Moines. 
Philadelphia Gift Show, Ben- 
jamin Franklin Hotel, Philadelphia. 
28-30 — Indiana RJA _ convention, 
Claypool Hotel, Indianapolis. 
29-Oct. 1—3rd Phoenix Gift & 
Jewelry Show, Westward Ho Hotel. 
30-Oct. 3— National Gift Shows, 
The Automotive Bldg., Toronto. 


Hotel 
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Executive Appointments 








Alan Magary has been appointed 
merchandising manager for the West- 
clox Division of General Time Corp. 
Prior to joining Westclox, Mr. Ma- 
gary was director of sales research 
and planning at Elgin National Watch 
Co. For a brief period he was sales 
representative for Elgin in the Mid- 
west and New England. He has also 
been sales manager for the watch di- 
vision of Seth Thomas in Thomaston, 
Conn., and manager of material sales 
for the Bulova Watch Co. 


Tom Bowker, eastern district repre- 
sentative for Artcarved diamond and 
wedding rings, has been appointed 
assistant to the president of J. R. 
Wood & Sons, New York. Mr. Bowker 
has represented Artcarved in North 
Carolina, Virginia, Maryland, Dela- 
ware, and the District of Columbia. 


Magary Bowker 


Shick, Inc., Lancaster, Pa., has made 
three promotions in its executive staff. 
Orville A. Petty is now executive vice 
president; Caryl C. Lewis, vice presi- 
dent in charge of program coordina- 
tion, and Paul G. Garrity, vice presi- 
dent in charge of sales. 





Van Wonterghem Balme 


J. F. Van Wonterghem has _ been 
named sales manager of Kensington 
Ware, a division of the Aluminum 
Cooking Utensil Co., Inc., New Ken- 
sington, Pa. He replaces W. W. Bross- 
man, who recently retired. 


Hubert L. Balme was elected vice 
president of Oneida Ltd. Silversmiths, 
Oneida, N. Y. Mr. Balme is a member 
of the Controllers Institute of Amer- 
ica, serving as president of the Syra- 
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cuse district in 1943. He was active in 
organizing the Sherrill-Kenwood Com- 
munity Chest, became its first presi- 
dent and served from 1949 to 1955. 


Wilbur Henzel 


B. A. Ballou & Co., Inc., has named 
Ernest W. Wilbur and Herbert T. 
Henzel, manager and sales manager 
respectively of its findings office. Mr. 
Wilbur, with the company since 1939, 
will be in charge of customer rela- 
tions and correspondence. Mr. Hanzel, 
in his 33rd year with the firm, will 
remain in New York and assume di- 
rection of findings sales throughout 
the country. 


Ben Matican is now general sales 
manager of Lancaster Silver Co., Inc., 
320 Fifth Ave., New York. Mr. Matican 
was formerly with National Silver Co. 


Ernest S. Wilson and Frank J. Man- 
heim were elected directors of The 
International Silver Co., Meriden, 
Conn. Mr. Wilson has been with the 
company for 42 years. Mr. Manheim is 
a partner in the firm of Lehman Bros., 
investment brokers, New York, and an 
officer of several other corporations. 


William C. Jones has been appointed 
sales promotion manager for the Fran- 
ciscan Dinnerware division of Gladd- 
ing, McBean & Co., Los Angeles. Mr. 
Jones spent three years in radio and 
TV production and received an “Em- 
my” award in 1950 for the best pro- 
duction of a remote telecast. 


Dakin Moorhead 


Roy Dakin has been appointed general 
sales manager, and S. M. Moorhead 
western sales manager for Wilshire 
Leather Crafters, St. Louis, Mo. 
PLEASE TURN PAGE 
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| pointed 
_Watch Co. in Louisiana, Mississippi 
_and parts of north Texas. Mr. Zim- 





Handy & Harmon, manufacturers and 
refiners of precious metals and alloys, 
New York, has appointed Charles D. 


_ Coxe manager of its metallurgical de- 


partment. Mr. Coxe, affiliated with the 
firm since 1946, will be responsible for 


| the technical and assay laboratories, 
and technical control in plants and 


powdered metal products manufactur- 
ing. 


Coxe Rosen 


C. Read McLean has been elected vice 
president of the Towle Mfg. Co., Inc., 


| Silversmiths, Newburyport, Mass. Mr. 
| McLean was associated with General 
| Electric Co. for 14 years, and for two 


years was manager of the special 
products division of the Hoover Co., 
Canton, Ohio. He is a member of the 
National Sales Executive club. 


Jack H. Spiro has been appointed vice 
president in charge of sales in the 
West Coast territory for Lovebright 
Diamond Co., Ine., New York. Mr. 
Spiro previously headed A. Cohen & 
Sons’ West Coast office. 


Irving J. Daniel was appointed sales 
manager of the Cezanne division of 
Richelieu pearls, manufactured by 
Joseph H. Meyer Bros., Inc., Brooklyn. 


Seymour Rosen has been appointed 
a director and vice president of The 
Mautner Co., Inc., New York, pro- 
ducers of packaging and displays for 
the jewelry industry. Mr. Rosen had 
been vice president in charge of ad- 
vertising and merchandising for the 
Flex-Let Corp. 


Huntington 


Directors of Dennison Mfg. Co., Fram- 
ingham, Mass., elected John S. Keir, 
chairman of the board, a new office, 
and Dana C. Huntington, president. 
Also elected were: Robert N. Wallis, 
vice president-treasurer; Calvin E. 
Josselyn, assistant treasurer; and 
Francis E. Swisher, clerk of the cor- 
poration; and James T. Dennison, 
Howard E. Gorton, John F. Grady, 
Philip B. Hamilton, Mr. Huntington, 
Mr. Keir, and Mr. Wallis, directors. 





News of Personnel 





Murray Chuven, manufacturing 


| jewelry firm of Newark, has appointed 
_ Ronald Chuven as sales representative 
| for New Jersey and Pennsylvania. The 
| firm has moved into new and larger 
_ quarters at 790 Broad St., Newark. 


Ronald Chuven L. Zimmerman 


Louis Zimmerman has been ap- 
representative for Bulova 


merman is a past president of the 


| Detroit Jewelry Sales Associates. 


Henry Ohlhausen of Chicago has 
been appointed by Irons & Russell Co., 


of Providence, manufacturers of em- 


blems, emblematic rings and jewelry, 
to represent them in Oklahoma, Texas 


_and Louisiana, calling on the whole- 


sale jewelers. 


The A & Z Chain Company, Provi- 
dence, announces that Elmer C. Miller 
has been appointed to cover their mid- 
west territory. Mr. Miller has been 
working part of this territory under 
E. J. Malone who is entering semi- 
retirement. Mr. Malone is being re- 
tained by the company as a consultant. 


Elmer C. Miller E. J. Malone 

Joseph E. (Joe) Kloville, manufac- 
turer’s representative of Atlanta, Ga.., 
is now representing, in addition to 
Watchbands, Inc., No. Attleboro; 
Irons & Russell Co., Providence; Rip- 
ley & Gowen, Attleboro; and Berkeley 
Jewelry, Providence. He covers the 
entire Southeast calling on wholesale 
jewelers. Prior to establishing this 
setup, he represented Bulova in this 
area. 
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1847 Rogers Bros. Originates 
iilumin 
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The 1847 Rogers Bros. division of 
International Silver Co., Meriden, 
Conn., has originated an attention- 
getting display to promote ten serving 
pieces in its “Springtime” pattern. 

Each serving piece is identified by 
use and price. 

The $10 display is free with pur- 
chase of the serving pieces which re- 
tail at $45. 


Two New Westclox Watches 
Featured in Counter Display 


Westclox Division of General Time 
Corp., LaSalle, Ill, has two new 
Wrist Ben Waterproof models. One 
comes with luminous white dial and a 
gray padded leather strap, and the 
other has a black luminous dial and a 
metal expansion band. 
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Both are waterproof and dustproof, 

anti-magnetic, shock-resistant, have 
shatterproof crystals and _ polished 
chrome cases. 

The counter display unit, measur- 
ing 13% in. wide by 16% in. high, 
features six Wrist Ben Waterproofs 
anchored to a “buoy.” The watches, 
easily removed for demonstrations, 
retail at $9.95 and $10.95. 


FOR JUNE, 1957 


U. S. Time To Sponsor 
NBC-TV's Bob Hope Show 


United States Time Corp., 500 Fifth 
Ave., New York, has purchased ad- 
vertising sponsorship of the Bob Hope 
television show. 

U. S. Time will be advertised on six 
one-hour Bob Hope NBC network 
shows in the coming season. 


Jacoby-Bender Offers Displays 
To Promote Color Watchbands 


Jacoby-Bender, Inc., Woodside 77, 
N. Y., manufacturer of J-B watch- 
bands, has introduced a new color 
version of its Serenata and Cherie 
watchbands. 


The new colors enable a woman to 
select a band to harmonize with her 
gloves, shoes, handbags, hats and 
other accessories. 

Three-dimensionai full-color dis- 
plays feature photographs of models 
dressed with color-matching acces- 
sories, and wearing harmonizing color 
watchbands. 

Seven shades of the grain lizard 
(Cherie) and grain suede leather 
(Serenata) bands are available, with 
suede or leather insets to conceal 
J-B’s patented “End-O-Matic” end. 

The displays are free with purchase 
of the bands. 


Sheaffer Pen Announces 
Window Contest Winners 


Four jewelers were recently named 
winners in Sheaffer Pen Co’s. Christ- 
mas window display contest. 


A $100 top award went to Alte- 
mueller Jewelry, Washington, Mo. 
Third place $25 prizes were given 
Buchoksky Jewelers, Minneapolis, 
Minn.; Joseph K. Fasold, Gulfport, 
Miss., and Van Doren Jewelry Store, 
Minonk, Il. 

The contest was open to all dealers 
who displayed Sheaffer merchandise 
during November and December. The 
displays were judged on the basis of 
their effectiveness, originality, and 
merchandising potential. 


Ronson Offers Retailers 
New "Windlite” Display 
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Ronson Corp., Newark, N. J., is 
offering retailers a new “WG-4 Wind- 
lite Merchandiser” for window, coun- 
ter or wall display. 

The unit shows four “Windlite’”’ 
windproof pocket lighters on a golf- 
scene background in full-color lith- 
ography. The lighters retail for $3.95 
(satin finish) and $4.95 (engraved). 

Gift boxes for the lighters are in- 
cluded in the free display. 


Swiss Watchmakers Issue 
New Technical Bulletins 


Distribution of three new Technical 
Bulletins to all jeweler-watchmakers 
is under way by the Watchmakers of 
Switzerland. 

They were prepared by Ebauches, 
S.A., for use in servicing these types 
of special-feature timepieces. 





Bulletin No. 12 concerns the record- 
ing chronograph. Nos. 13 and 14 deal 
with “lever movement, direct sweep 
second with alarm device,” in both the 
one- and two-barrel caliber. 

Each bulletin discusses assembly and 
disassembly; special functional data, 
spare parts and oiling specifications. 

Jeweler-watchmakers who have not 
yet received the free bulletins should 
write The Watchmakers of Switzer- 
land, 730 Fifth Ave.. New York. 
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Croton Has Novel Packaging 
For New Antarctic Watch 


Oneida Ltd. Silversmiths of Onei- 
da, N. Y., has joined with McCall’s 
“The watch that went to the Antarc- 
tic’ theme. Saturday Evening Post 
ads and double page spreads in five 
jewelry magazines are being used to 
introduce the watch. 

A full-color carton designed for 
the “Antarctic” is part of the adver- 
tising merchandising campaign. It 
features a reproduction of the watch 
superimposed on a scale map of the 
antarctic region. 

A window display package has been 
prepared, using photos of the Navy’s 
“Operation Deepfreeze,” along with a 
point-of-sale card. 

A three year unconditional guaran- 
tee is another aspect of the promotion. 


Artcarved Offers Display 
For Permanent Value Plan 


A new window display, one of Art- 
carved’s assortment of Spring promo- 
tional materials, shows the guarantee 
behind the firm’s Permanent Value 
Plan. 

An actual copy of the guarantee is 
mounted on a gold foil background, 
set above a black wooden base. 

A bright wire pointer ties in the 
merchandise box with the Permanent 
Value Plan pledge in the guarantee. 


OO % 


Another Artcarved display shows a 
four-color illustration of an attractive 
bride, framed in molded gold-leaf 
plastic. The picture is attached to an 
easel-type masonite backboard. 

It also emphasizes Artcarved’s na- 
tionwide Permanent Value Plan. 


140 


Oneida and McCall's 
Plan Joint Promotion 


Oneida Ltd. Silversmiths ef Oneida, 
N. Y., has joined with McCall’s 
magazine in a promotion themed to 
an editorial article, “Choose Your 
Tablemates” by Mary Davis Gillies, 
McCall’s house and home fashions 
editor. The editoral features Oneida’s 
new “Flower Lane” pattern in Heir- 
loom sterling, and lists 164 jewelry 
and department stores participating 
in the promotion. 

Merchandising kits prepared by 
McCall’s contain newspaper ad lay- 
outs, radio and television spots, news- 
paper copy suggestions, mounted dis- 
play cards, display ideas, tie-in themes 
for cross promotion, publicity ma- 
terials for various advertising media, 
and a source list of accessories. 


Speidel Displays Promote 
Men's Jewelry Gift Sets 
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Speidel Corp., Provide is 
offering jewelers two self-easel dis- 
play cards to highlight its gifts of 
men’s jewelry for graduation and 
Father’s Day. 

Both units measure 13% in. high 
x 10% in. wide, fit onto Speidel’s 
“7.on” units. They may be used for 
counter or window display, and are 
free with purchase of any one of the 
16 “7-on” units. 

Speidel’s men’s jewelry sets are ad- 
vertised on The Arthur Murray Party. 


Reed & Barton Present New 
“Francis First’ Brochure 


Reed & Barton Silversmiths, Taun- 
ton, Mass., have a new 12-page 
“Francis First” brochure for dealers 
to present to their customers. 

The illustrated 9% x 10% in. bro- 
chure contains a brief history of 
“Francis First” sterling flatware and 
hollowware. 

Copies cost 10¢ each. 

They have also announced details of 
their 1957-58 “Gift-of-the-Month” pro- 
motion. The program consists of at- 
tractive blotters which jewelers send 
to customers, along with their monthly 
statements. Each blotter shows the 
calendar for the month, and pictures 
a popular-priced hollowware item in 
sterling or plate. 

Blotters, imprinted with the dealer’s 
name and address, are available at 
75¢ a hundred. Inquiries should be ad- 
dressed to Reed & Barton, Sales Pro- 
motion Department, Taunton, Mass. 


° snoapare pan es 
Riga ae 


Flex-Let Corp. Offers 
Watchband Merchandiser 


Flex-Let Corp., 580 Fifth Ave., 
New York is offering dealers a new 
watchband merchandiser cabinet. 

The cabinet showcase lets the jew- 
eler stock 280 bands, 80 of which are 
displayed. The rest can be stored be- 
low in 40 compact trays. 

The cabinet is available in gleam- 
ing, hand-rubbed maple, oak or wal- 
nut. 

The unit was designed to help the 
jeweler do a bigger job of selling and 
storing, and to allow him to pick his 
own stock. 

Any retailer can choose the Flex- 
Let assortment of watchbands he feels 
will do the best job for his own store. 
For details, write Flex-Let, 580 Fifth 
Ave., New York. 


A. Micallef & Co. Patents 
New Adjustable Ring 


Patents have been issued to A. 
Micallef & Co., Inc., Providence, R. I., 
for an adjustable ring. 

A tubular shank accomodating a 
solid wire element permits adjust- 
ment of the new ring from sizes three 
through eight. Its construction makes 
the sizing device barely visible. 


' #& PRACTICAL, ADJUSTABLE RING 
IN STERLING. RHODIUM FINISHED, AND 
1/20 t2Rt. GOLD 


The rings are made in 1/20 12K 
gold filled with pure nickel interlin- 
ing for strength and long wear. Some 
are finished in rhodium finished ster- 
ling silver. 

Genuine stones are used in the 
rings, which retail from $5 to $7.50. 
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Kreisler Display Promotes 
‘Continentals’ Watch Straps 








2 
“- CURTOM MBDE WATCH STRAP” 


Kreisler Mfg. Corp., North Bergen, 
N. J., is offering a sales-stimulating 
display which features its new “Con- 
tinentals,” one-piece, custom-braided 
nylon watch straps. 

The display is available free with 
the purchase of ladies’ assortment 
#38 or men’s assortment #37. 


Gruen Offers Dealers 
Free TV Promotion Series 


Gruen Watch Co. has assembled a 
series of one- and one-and-a-half- 
minute TV film spots on “Super G 
Water Resist” watches, which are 
available free to authorized Gruen 
jewelers. 

The spots show gruelling watch 
punishment tests and then feature 
Gruen’s “Trade-In-Markup.” 

Jewelers can secure the TV spots 
from the Gruen Watch Co., 630 Fifth 
Ave., New York, or from Gruen sales- 
men. 


Sylvania's New "Sylva-Lume" 
Lighting System Wins Award 


“Sylva-Lume,” a new fluorescent 
lighting system introduced by Syl- 
vania Electric Products, Inc., New 
York, was presented the “Best of 
Show” award in the 4th National Elec- 
trical Industries Show. 

An interchangeable plastic panel 
permits creation of a wide variety of 
custom designs from a few standard 
parts. 





Shown at the presentation cere- 
monies are, left to right, Harold R. 
Meyer, producer of the show; B. K. 
Wickstrum, Sylvania’s vice president- 
marketing, who accepted the award; 
Mary T. Luscher and Jay Stewart, 
two of the judges. 
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Toastmaster Offers Cookbook 
To Increase Fry Pan Sales 


Toastmaster Products Division of 
McGraw-Edison Co., Elgin, Ill., has 
begun cookbook promotion to increase 
sales of its new 1l-inch and 12-inch 
fry pans. 

Dealers can offer free to every cus- 
tomer purchasing a Toastmaster 
automatic fry pan, a cookbook con- 
taining 169 tested recipes, selling in 
bookstores at $2.50. 

With an order for any six Toast- 
master automatic fry pans, the dealer 
gets a permanent wrought iron dis- 
play, a complete merchandising kit, 
and six fry pan cookbocks. 

The kit consists of a window ban- 
ner, a special cookbook ad mat, fry 
pan consumer folders, and a com- 
plete cut and mat book covering al! 
Toastmaster appliances. 


Lunt Silversmiths Develop New 
“Self-Selection” Baby Display 





Lunt Silversmiths, Greenfield, Mass., 
has developed a “self-selection” dis- 
play unit for its sterling silver gifts 
for children. 

The unit may be used in-store or 
in windows, and also as a night dis- 
play. 

Diagrams on back of the display 
show the merchandise number, price, 
and position of all items shown. 

It is free with purchase of the pic- 
tured items, may be purchased sep- 
arately for $12.50. 


Nationwide Contest Features 
Columbia “Tru-Fit" Diamond 


Twenty-five Columbia “Tru-Fit” 
diamond rings will be among _ the 
prizes in a $100,000 “Good Health 
and .Good Grooming” contest, spon- 
sored this spring by the Mennen Co. 

The contest will be advertised on 
two Mennen TV shows as well as in 
Life, point of sale displays, window 
streamers, display cards, shelf talkers 
and on 8,000,000 entry blanks. 

Another TV show, Jan Murray’s 
Treasure Hunt, will reward a lucky 
contestant with a $5,000 Columbia 
ring concealed in one of 50 treasure 
chests. 

A 15-second film clip, shown every 
other week on the program, demon- 
strating Columbia’s built-in “Tru-F it” 
feature, is available to any authorized 
Columbia dealer with a local TV pro- 
gram. 


U. S. Steel Distributes 
Newspaper Service Kit 


re; 


U.S. Steel's 1957 “Operation Shower” 








U. S. Steel Corp., Pittsburgh, has 
made available a service kit, prepared 
by Vogue magazine’s merchandising 
service, to daily and weekly news- 
papers for its annual “Operation 
Shower” promotion. 

The kit provides a complete set of 
advertising and editorial materials, 
with mats on request, featuring vari- 
ous-sized ads for sponsorship by re- 
tailers. 

Consumer advertising will include 
television announcements on The U. S. 
Steel Hour on June 5 and 19. 


Seventeen Magazine Offers 
Readers Hope Chest Booklet 


Seventeen magazine has published 
a 24-page booklet to encourage the 
hope chest habit among America’s 8.5 
million teen-age giris. 

The booklet, Treasure Chest for 
Your Happy Future, covers the plan- 
ning, storage and care of dinnerware, 
flatware, glassware and linens. It is 
the newest in a series of Seventeen 
reader service booklets concerning 
teen-age interests and problems. 

Cost is 15¢ plus a coupon from 
Seventeen’s May issue. 


Rolfs Introduces Gift Wraps 
For Father's Day Event 


A new gift-wrap program, designed 
to spark Father’s Day leather acces- 
sory gift-buying, has been introduced 
to dealers by Rolfs, West Bend, Wis. 





Triangles of orange and cinnamon 
cover the new wrap for Father’s Day 
gifts. Items featured with the wrap 
are the “Credential” and “Commuter” 
billfolds. 

A color-harmonized counter card is 
offered as a point-of-sale attention- 
getter. 


141 





Anson Aims Latest Jewelry 
Item at Young Student Trade 


Anson, Inc., Providence, has intro- 
duced a jewelry gift aimed at the 
high school and college trade: class 
numeral tie tacks selling at $1.50 
each. Suitable for boy or girl, “he” 
wears one as a tie tack, “she” wears 
one as a scarf or lapel pin. 

They are available as Anson unit 
573/57E, consisting of 12 tie tacks in 
gold plate (three each of four class 
numerals—’57 to ’60) packaged in 
plastic gift boxes with free display 
illustrated. 

A single column newspaper mat is 
furnished with every unit. Total re- 
tail value is $18. 


Sarkin Displays Promote 
Kin-Lock, Tru-So Rings 
David Sarkin, Inc., 


widen retailer’s style coverage. 


The display shown carries 12 
matched pairs cf engraved and dia- 
mond wedding rings, is bordered by 
an antique-finished white and gold 
frame. The rings are mounted on a 
peacock-blue fabric. 

A smaller display shows eight of 
Sarkin’s latest wide wedding bands. 

Both displays are free from David 
Sarkin, Inc., 37 W. 47th St., New 
York. 


manufacturer 
of Kin-Lock and Tru-So diamond 
rings, has prepared two displays to 


Omega Ads Put New 
Twist On Old Theme 


QO 
OMEGA 


Omega has come up with a fresh 
slant on the theme of graduation 
watches. 

Replacing the traditional picture of 
a graduate in cap and gown admiring 
his watch, the Omega ads envision 
the inner thoughts and feelings of the 
graduate on the day after commence- 
ment when the excitement has died 
down. 
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Consumer Demand Inspires 
New Design from Kaspar & Esh 





Kaspar & Esh, Inc., has added sev- 
eral designs to its Add-A-Link line, 
which permits customers to buy watch 
bracelets, diamond bracelets, and 
necklaces link by link. 

In response to suggestions from re- 
tailers, new designs (including the 
Snowflake pattern pictured) are be- 
ing delivered so that women may have 
designs not duplicated by their 
friends. 

Displays, selling aids, and news- 
paper ads are furnished without 
charge by writing Kaspar & Esh, Inc., 
126-132 W. 46th St., New York 36. 


Feature Ring Designs Twin 
“Acceptance Ring" Case 


Feature Ring Co., 130 W. 46th St., 
New York 36, has designed an “Ac- 
ceptance Ring” presentation case to 
display both the “Feature Lock” in- 
terlocking diamond rings and match- 
ing man’s “Acceptance Ring.” 

The case measures 5 x 4 x 4 in. 
open, is made of gold-tone plastic. 
Rings are set on two-tone velvet. 

An entire “Acceptance Ring” pro- 
gram, available through “Feature 
Lock” wholesalers, includes the pre- 
sentation case, window displays, news- 
paper ad mats, stuffers, a_ selling 
presentation manual, counter cards 
and suggested ideas for follow-up let- 
ters to prospective customers. 


Aisenstein & Bros. Present 
New Gift Wrapped Package 
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Louis Aisenstein & Bros., Inc, 16 E. 
40th St., New York, has a new gift- 
wrapped package made exclusively for 
its Medana watches. Blue, fade-proof 
foam rubber on the inside cradles the 
watch for shipping and eliminates the 
need for “stuffing” with wadding, 
tissue and other materials. 


FOR JUNE, 1957 





Hammel, Riglander & Co. 
Produce Improved Watch Timer 


Hammel, Riglander & Co., Inc., has 
produced the HR Watch Timer, an 
improvement on previous models. 

It gives 24-hour ratings in one min- 
ute with the watch in any position. 
It also gives a working rating while 
the movement is still in the holder, 
and helps locate many common faults. 
To operate, a watch is tuned in on the 
loudspeaker or earphones. 

The timer is available through 
authorized watch supply houses at 
$197.50. A descriptive circular is avail- 
able from Hammel, Riglander & Co., 


Inc., Box 100, Madison Sq. Station, 
New York 10. 











ACTUAL SIZE 


Sterling Silver SACCHARIN SET 








DEALERS cost $72/0 
{In Lots of 1!00—$2.00) 


as well as their own use. 










Millions of homes now use saccharin instead of sugar— 


yet have no PROPER WAY of serving it. 
The drug store bottle is not attractive on the table. 


Customers will purchase several at a time—for gifts 


Be the first in your town with hottest item in many years. 
Advertise this item—Display it prominently! 


Mat (like illustration) available. 


ORDER NOW .... . IMMEDIATE DELIVERY 


silwersmiths 





150 SOUTH BEVERLY DRIVE, BEVERLY HILLS, CALIF. 


Bowl—Cover & Tongs 
REGULAR VALUE 


Retail At 
$295 
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B.H.K. Co., Inc., Makes Use A point-of-purchase, four-in-one Ansco Offers Dealers 
diplay has been produced for the 


Of New “Family Look" Display B.H.K. Co., Inc., Milwaukee wholesale New Roll Film Projector 
: jewelry firm, by Kirby - Cogeshali - 
Steinau Co., Inc., Milwaukee. 
It consists of units featuring Prin- 
cess diamonds, Calvert watches, Sea 
Gem pearls and personalized watches. 
“Family” resemblance for related 
items is attained through free form 
backgrounds of injection-molded plas- 
tic and a standard base of the same 
material, fitted together with brass 
rods. 
Color variations plus individualized 
trademark panels assure customer 
identification. Knockdown construc- 


tion enables flat shipping and easy as- A color slide projector for all popu- 
sembling. lar roll and miniature color film 


transparencies has been released by 
Ansco, Binghamton, N. Y. 

The Ansco Dualet projector has a 
300-watt horizontal projection lamp, 
an aspherical condenser system, and 
a triple-element coated projection lens. 
A helical mount aids lens focusing. 

Other features are a 40-slide stor- 
age compartment, an electric cord 
storage slot, a carrying handle and 
a heat-absorbing glass barrier to pro- 
tect transparencies It retails for 
$39.95. 





Mido Issues Booklet 
y ,galige ce | On Self-Winding Watches 
OUR POCKETS WILL JINGLE... — Mido Watch Co. of America, 580 


Fifth Ave., New York, makers of self- 
when you ship your precious metal scrap to winding watches, have published a 


we” ; “< > booklet for jewelers to give their cus- 
Goldsmith. 90 years of “know-how” 1s reflected tomers. The cartoon-illustrated leaflet 


in the thousands of satisfied jewelers who reminds customers to replace their 
, ; meee older watches with self-winding Midos. 

continue to ship their jewelry scrap, gold filled 

and plated to Goldsmith | Keepsake Uses “Yellow-Page" 


Bros. with confidence. Advertising To Promote Sales 


Bench sweeps, sink 


settlings, filings and ‘ont i 2 * : of KEEPSAKE DIAMOND RINGS 


, at Guaranteed o- -_ . ame eat 
° . ~ es He . wonder at diame 
polishings are refined £3<¢f a—r*s “vane: Keepsake 
. Sc i gagement ring (er re 
a ee , placement axsueed) Certificate of Regntration 
; ; sf w@ith ring Ahe ios imurane prtehege 


so as to yield the maxi- iin A mt me ome 
ei Bs “WHERE TO BUY THEM” 


mum in returns to you. ae t isin Pein aoeaien 





Ads for Keepsake diamond rings, 
currently appearing in Life, Seven- 
teen, Mademoiselle Charm, Good 
Housekeeping and Modern Bride, in- 
clude the familiar yellow-page sym- 
bol. This well-established “where-to- 
buy it” guide reminds readers to check 
the classified section of the phone book 
for the names of Keepsake jewelers. 

In towns of 50,000 or less popula- 
tion, the A. H. Pond Co. of Syracuse, 
N. Y., has authorized a trade name 
listing for which it pays part of the 

oldamith & REFINING CO. monthly cost. In towns of over 50,000, 

Keepsake pays the full cost of a 

trade mark heading. The dealer pays 

111 N. Wabash Avenue, Chicago 2, Ill. + 74 W. 46th Street, New York 36, N.Y. only the small cost of listing his store 
DETROIT + OAKLAND | name below it. 
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Oneida Ltd. Gets Sales Push 
From Popular TV — Show 


TU i i 





Oneida Ltd., Silversmiths, is being 
given a sales push by The Big Pay- 
off, popular CBS TV program. 

Each week this Spring and early 
Summer, the show is featuring silver 
products for homemakers in Heir- 
loom Sterling and Community Silver- 
plate. Here Nancy Waters, who ap- 
pears on the program, displays a ser- 
vice for eight in the South Seas pat- 
tern. 


Gold Filled Association Plans 
Diverse 1957 Ad Campaigns 
The Gold Filled Manufacturers As- 


sociation, Attleboro, Mass., has an- 
nounced plans for increased 1957 ad- 
vertising and public relations cam- 
paigns. 

Half-page Mother’s and Father’s 
Day ads in Life and TV spots are 
planned for May and June. A pre- 
Christmas series in Life and a half- 
page ad in Look during the “Opera- 
tion Cherub” promotion are also 
scheduled. 

Other activities include continuance 
of last year’s education and sales aid 
program to retail stores and distri- 
bution of The Gold Filled Story, a 
film which may be shown to service 
clubs, schools and community organi- 
zations. 


Eterna * Matic Display Features 
Giant Plexiglas Watch Movement 





A window display featuring an 
over-size plexiglas watch movement, 
complete with 309 working parts, has 
been developed by Eterna e Matic 
Watch Co. of America, 677 Fifth Ave., 
New York. 

Constructed in Grenchen, Switzer- 
land, after 2800 man-hours of work, 
the model weighs 915 times as much 
as an actual Eternae Matic movement, 
has 100 times as great a surface area. 


FOR JUNE, 1957 








Nord? Co., Inc., Announces 
Three New Ring Blank Styles 


John C. Nordt Co., Ine., Cedar 
Grove, N. J., has announced three new 
styles of tapered wedding ring blanks 
made in karat gold for both men and 
women. 

Style T962 is a flat ring blank 
tapered to provide the basis for high 
fashion rings. Contrasting rims may 
be soldered on each side. Style T947 
is a 10 mm. blank tapered both in 
width and thickness to achieve in- 
creased finger comfort. Style T938 is 
an 8 mm. blank tapered in width and 
thickness, with rounded center border 
by encircling rims. 


CALLS 
Engravograph 


A GREAT ASSET 
TO HIS 
BUSINESS 


Ervin Cline for 
Bringelson Jewelers, 
San Pedro, Calif. 








All styles are available in any karat 
and colors, yellow, white, pink, green, 
and two-tones of any combination. 


We 
: 
7 347 
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“ “The machine * 
{ is simple to operate; ‘ 
| does beautiful work... 
. It is an excellent 
. product and a great 
i 
. asset to my / 
*~ business”! 4 
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one of the 16,000 jewelers who personalize with 
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gran Gran 


the tracer-guided 
a engraving 
machine anyone 
can operate! 


Send for booklet 





rmew hermes ENGRAVING MACHINE CORP 


13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y 
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Figure 3—Showing the action of the indicator 
mechanism when the winding of the ratchet takes 
place. Follow the action starting from the ratchet 
C, and continue up through the reverser D, the 
lower satellite wheel FE, the differential pinion G, 

' the axle F, the (cannon) driving pinion J, the 

Fie. 1—Expleded, schematic view of the dif- . intermediate wheel K and the dial-disk M. The 

ferential for reserve power indicator such as used | upper satellite wheel H and the barrel A are con- 
eit nles Relea tak as : sidered as motionless in this sequence. 
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Figure 4—This figure shows the action and 

direction of the differential parts when the wind- 

. ing is motionless but the barrel and mainspring 

rhe ' are unwinding. Follow this sequence from the 

*~\ D ' barrel A through the upper satellite wheel H to 

| the differential pinion G, the differential axle F, 

the driving pinion J, the intermediate wheel and 

pinion K and finally to the dial-disk M. Notice 

that in this figure the last of the teeth of the 

disk M are against the pinion L of the interme- 

diate wheel. Any further action of the unwinding 

will cause the axle F to slip-clutch with the 
driving pinion J. 


Figure 2—Looking at the differential as it is 
geared to the barrel and the ratchet wheel from 
the dial-up position. Parts K, L, M, N are fitted 
to this unit above the dial plate but under the 
regular dial. 
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by Henry B. Fried 
JC-K Horological Consultant 


¢ THERE ARE NUMEROUS DEVICES for recording 
the amount of mainspring power stored in the 
barrel. They were employed very early in the 
marine chronometer and later in the accurate, 
railroad-type pocket timepiece. Now they per- 
form a useful service in the self-winding watch. 

The principle of every such device is that when 
the mainspring is wound through the ratchet, 
manually or automatically, a special train of gears 
connected to the ratchet moves an indicator across 
a graduated dial showing the extent of this wind- 
ing. The barrel teeth, too, are connected to the 
same train so that when it utilizes the main- 
spring’s power, this same train is made to reverse 
itself and the indicator hand moves in the oppo- 
site direction. 

Most of these types of reserve-power indicating 
devices are designed so that the ratchet moves 
the indicator in one direction, while the barrel, 
going also in the same direction as the ratchet, 
influences the indicator in the opposite direction. 
This is done most often by introducing an addi- 
tional gear between the ratchet and the indicator 
train. These units are composed of a system 
known as differential gearing (a series of gears 
connected to different power sources, permitting 
the different speeds of each source to influence 
the same axle, such as the post upon which an 
indicator hand might be fitted). An automobile 
uses a similar system so that each rear wheel 
may be turned at different speeds as when making 
a sharp turn or maneuvering for parking. 


IN FIGURE 1 IS THE SYSTEM used by the LeCoul- 
tre Calibre 481. This has an ingenious yet sim- 
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Reserve Power 


Indicators 








ple differential device to show the power stored 
by the self-winding or the manually wound main- 
spring. This view shows the scheme of the dif- 
ferential in exploded section. The differential 
axle F (also called a satellite spindle) pivots 
freely between the upper and lower plates of the 
movement. The upper differential gear H and 
the lower gear E are free to turn on shoulders of 
the differential axle. Both wheels H and E have 
dual sets of radial and crown teeth. The differ- 
ential pinion G is mounted on the shoulder of the 
cross-arbor GA and is free to turn on this arbor. 
The top pivot of F, with its notch, extends up 
through the dial plate, and the driving pinion / 
snaps onto this pivot like a cannon pinion. 


FIGURE 2 SHOWS THE DIFFERENTIAL as assem- 
bled to the winding mechanism, in the dial-up 
position. A is the mainspring barrel whose teeth 
are enmeshed with the satellite wheel H of the 
differential. The ratchet wheel C, wound either 
manually through the crown wheel PB or through 
the self-winding train, is engaged with the revers- 
ing pinion D which serves to change the direction 
of the wheel EF when the ratchet is the motivating 
factor. The differential pinion G is shown mounted 
on its cross arbor and enmeshed with the crown 
teeth of both the lower and upper satellite wheels 
H and E. The driving pinion J is shown here 
snapped into place under the regular dial; this 
drives the intermediate wheel K, and the pinion 
L is enmeshed with the dial-disk M. The dial-disk 
is kept in place under the dial by its dial washer 
N. The dial-disk M has teeth cut only partially 

PLEASE TURN PAGE 
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CONCLUDED FROM PRECEDING PAGE 


around its circumference. Its uncut portions 
serve to indicate the outer limits of the winding 


range. 


FIGURE 3 SHOWS THE ACTION when the ratchet 
wheel, wound manually or by the automatic train, 
winds faster than the barrel can unwind. Here, 
the ratchet C, moving counterclockwise (in the 
dial-up position), rotates the reversing pinion D 
in the clockwise direction, which in turn moves 
the satellite wheel EF in the counterclockwise di- 
rection. The differential pinion G is turned down- 
ward in the direction of the arrow by the crown 
teeth of wheel E. Since this pinion G is also geared 
to the crown teeth of wheel H and this upper 
wheel cannot move because it is geared to the 
comparatively motionless barrel, the differential 
pinion G will have to roll around it as shown at 
F’. The cross-arbor of pinion G thus causes the 
differential axle F' to turn counterclockwise. The 
driving pinion J, clutch-tight on the protruding 
pivot of axle F, is also carried counterclockwise. 
This causes the intermediate wheel K to turn 
clockwise and its pinion thus turns the indicator 
disk in the counterclockwise direction so that the 
numbers on this disk, showing the amount of 
running time in the barrel’s power, grow pro- 
gressively greater. Notice that the portion of 
this disk from 10 to 0 is shaded, usually in red. 
This is to notify the wearer that there is not much 
action remaining in the barrel. 


THE SCHEMATIC DRAWING in Figure 4 shows 
the sequence when the winding is not in action, 
but the barrel and mainspring are now being un- 
wound. The barrel A is moving in the counter- 
clockwise direction. The barrel teeth cause the 
satellite wheel H to turn clockwise, and its crown 
teeth, engaged with the differential pinion G, 
cause this to turn upwards or counterclockwise. 
Because the lower satellite wheel EF cannot move 
with the pinion G as it is connected to the reverser 
pinion D and the ratchet C, the differential pinion 
G must therefore roll around the wheel EF, carried 
along by the upper satellite wheel H and turning 
with it. 

Since the differential pinion G is attached to 
the cross-arbor which is part of the differential 
axle F’, the axle F turns in the clockwise direc- 
tion as shown by the arrow. The driving pinion 
J turns with this axle and moves the intermediate 
wheel K and its pinion in the counterclockwise 
direction. The pinion L thus turns the dial-disk 
in the clockwise direction so that the numbers. 
shown through the regular dial’s aperture, be- 
come regressively smaller. 

In this illustration, the dial-disk M is shown 
enmeshed with the pinion L of the intermediate 
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wheel K, so that the dial-disk’s teeth are locked 
at the point where the rim of this disk ceases to 
have teeth. The aperture will then show QO, in- 
dicating that the watch should either be worn or 
wound manually. 

As with other watches using a “cannon-pinion”’ 
type of driving pinion like pinion J, should its 
clam-notch require tightening, this should be done 
in moderation, introducing only enough friction 
to permit it to be carried around and still carry 
both the intermediate wheel and pinion and the 
dial-disk. Should the pinion J be made too tight 
on the axle F,, this may cause rebounding of the 
balance when the maximum winding has taken 
place, either manually or through the automatic 
winding train, regardless of the slip-spring. This 
is because axle F,, influenced by the tight pinion, 
exerts additional force on the barrel teeth through 
the upper satellite wheel H. 

When oiling this device, use a heavier oil, such 
as a clock oil, at the pivots and shoulders of the 
axle F and at the bearing of G, and apply just a 
little to the crown teeth of the upper and lower 
satellite wheels H and EF. Do not oil the snap-on 
part of the axle F’. However, place a small amount 
of clock oil at the bearing hole of the reverser 
pinion D. Assemble as in these figures; no special 
position is required when positioning the disk M; 
merely wind this manually until you can feel the 
slip-spring take action. The disk’s aperture will 
then read 40. Zee 


“Foreign-Item” Contest 
Makes Fun and Friends 


During a concerted “Dollar Day” drive staged 
by some 60 retail stores in the community, Vin- 
cent Marabella, manager of Horstmeyer Jewelry 
Company in Wellston, Missouri, selected the usual 
bargain items to attract traffic and ran an ad to 
list them. Then he did one thing more. 

He went to a local hardware store and bought 
various items not normally found in jewelry-store 
stock. One of them he placed in his window along 
with the regular items. On a card he invited shop- 
pers to identify the odd piece. Whoever identified 
it correctly received a prize of a $10 gift certifi- 
cate. 

As soon as the item was recognized, he changed 
it for another, selecting pieces with some resem- 
blance to jewelry stock to make the identification 
more difficult. In every case, however, the item 
was quickly identified and the certificate awarded. 

Horstmeyer’s made lots of new friends and 
prospective customers. 
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THERE GOES ANOTHER—AND HIS FRIENDS, TOO ! 





ELIMAG 


BENCH COMPANION 
TO THE WATCHMASTER 


inates completely a 
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*rhanr 


magnetic 


ts trom any watch or parts | 


second. 
ordinary demagnetiz 
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times 


stronaer 


ers 


More WatchMasters have been sold and are being soid than all 
other watch-timing machines combined. The reason? It's the Best. 


FOR JUNE, 1957 





American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N. Y. 


Gentlemen: 


[] Please arrange WatchMaster 
demonstration at my bench. 
No obligation of course. 


Please consider this as our order 


for one Elimag. 


[] Check in full enclosed ($24.75) 

} Bill us $24.75 plus postage. 
State taxes (if any) extra 
Above prices U.S. A. only 























THEN, HE 
BOUGHT A 


Watch &—* Master 





Of course, doing better work in less 
time gets and holds more customers. 
That means bigger profit. But the 
WatchMaster’s extra value lies not 
only in its day-to-day operating advan- 
but also in its 


tages year-to-year 


economy in maintenance and its long 


life. 


Made, Sold, Serviced by Americans 


Name 
Store 


Address 


City, State 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


LOOSE PIVOTS: Of late it seems 
I am having trouble with “loose- 
ness” of P.F.&A.’s pivots in 
their jewels causing the fork 
arm to flop up and down, mak- 
ing the watch run irregularly. 
What is the best and easiest 
remedy for this? A. T. Ward, 
Sterlington, Lousiana. 


Answer: This might be caused 
by replacing the pallet arbor 
with one whose pivots are much 
too thin for the hole jewel in 
which it rests. This will cause 
excessive sideshake and the er- 
ratic behavior of the fork. The 
moving up and down of the fork 
will cause an irregular contact 
with the roller jewel, or cause 
the guard finger to catch the tip 
of the roller jewel and also may 
cause the fork itself to brush 
upon the inside shelf of the safe- 
ty roller. Another cause is when 
the hole jewel might have been 
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replaced with one whose hole is 
much too large for the pallet ar- 
bor pivot. Once in a while this 
trouble might also stem from a 
pallet arbor which is loose in the 
pallet frame. Check the side- 
shake of the pallet arbor pivots 
in both the hole jewel in the 
main plate and in the pallet 
bridge. Check also the security 
of the pallet arbor itself in the 
pallet frame. The best remedy 
is to reduce the side and end- 
shakes to minimum require- 
ments. This will confine the hor- 
izontal flopping to a negligible 
amount. When ordering pallet 
arbors, always gauge the hole 
size required. Too often the 
watchmaker is only concerned 
with a part that “will fit,” neg- 
lecting the necessity of getting a 


close fit. 
* + * 


RING SOLDERING: I would like to 
know why I am having such a 
problem with platinum rings 
popping open at the seams (sold- 
er joint). I use an electric sold- 
ering machine and try to get 
good smooth, clean joints. Geo. 
F. Lee, Emporia, Va. 


Answer: My guess would be 
that you are using a white gold 
solder instead of platinum sold- 
er. To solder a platinum ring 
effectively, platinum solder of as 
high a melting point as possible 
should be used. For instance, 
where the ring is entirely with- 
out stones. welding solder should 
be used. If the ring has stones 
in it, then, depending upon the 
proximity of the stones, a plati- 
num solder from about 1200° to 
1400° should be used. 

Experience over the years has 
shown that an oxvgen and gas 
torch is the most effective type 
of heat for soldering platinum. 
It is doubtful if a smaller solder- 
ing machine can effectively 
reach the high temperatures re- 
quired for this type of work. 
For further information on this 
matter, you might contact such 
producers of platinum solders as 





American Platinum Works, 
Handy & Harman, and Baker & 
Co. 
on aK * 

JEWELRY CLEANER: I would ap- 
preciate it if you would give me 
the formula for the ring-and- 
jewelry-cleaning solution which 
you have published more than 
once in years gone by. Rings 
etc. are boiled in this. It con- 
sisted of Castile soap and I be- 
lieve sal soda and ammonia 
(not sure what strength). If 
there have been other formulas 
developed since, that you believe 
are better, I would appreciate it 
as well. Vernon C. Stiles, 
Seattle, Wash. 


Answer: The old stand-by 
formula for jewelry cleaning 
you ask for is: Water, 80 
parts; aqua-ammonia, 20 parts; 
soap or soap flakes, two table- 
spoons per pint of liquid. 

Boil the articles to be cleaned 
in the above solution. Rinse in 
water and dry carefully, prefer- 
ably with sawdust. Of course 
do not boil jewelry with fragile 
stones (pearls, doublets, etc.). 
Avoid placing jewelry with 
stones in cold water immediate- 
ly after boiling. Allow sufficient 
time to cool before rinsing. 


* * * 


STICKING BALANCE: Your work- 
shop questions and answers have 
been very helpful to me. I won- 
der if you could help me with a 
little trouble I have. It seems 
that quite often when the bal- 
ance and the fork are the only 
things in the movement, the bal- 
ance has a tendency to stick. 
Yet when I take out the fork 
the balance is perfectly free. I 
have not been able to find the 
trouble. Could you tell me what 
the cause, and how to correct it? 
I would appreciate it very much. 
Herr Jewelry, Silverton, Oregon. 


Answer: Your trouble with 
this would be that your roller 
jewel binds in the fork slot or 

PLEASE TURN TO PAGE 152 
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BETTER EQUIPMENT—BETTER GOLD PLATING 





336 W. 13th ST. N. Y. 14, N. Y. 


The modern barrel plating equipment at 
Spectranome makes two things possible. 
First of all, it means more uniform, more 
durable plating for your small findings. 
Our automatic equipment and controls 


also mean lower prices for this top 
quality plating. 
Why not call Spectranome on your next 


plating job? Better gold plating will 
make YOUR product BETTER. 


SPECTRANOME PLATING CO., INC. 


AL 5-8677 
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BUILD YOUR OWN 
REFERENCE LIBRARY 


Each month, JC-K brings you a wealth of helpful ideas 
on promotion, merchandising, advertising, publicity, mod- 
ernization and many other subjects directly involving your 
business. 


Be sure to save al] your copies of JC-K, to build a refer- 
ence library of the jewelry business that cannot be dupli- 
cated anywhere. 

In January, the editorial index will provide you with a 


priceless merchandising tool. This complete index will 
serve as a guide to your own reference library. 
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256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
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John J. Bowman, 
Director 


IMS Jewelry : nufacturing Co. 


SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A. or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the bess 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Registrar 





Courses Approved for Korean and Other Veteraas 


Charles Ezra Bowmas, 
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that the guard finger might be 
too long and that it might be 
interfering with the roller jewel 
or safety roller. The repair and 
adjustment to this would be 
either to grind out the fork slot 
or to replace the roller jewel 
with one whose thickness will 
permit the proper sideshake 
within the fork slot. Also check 
the guard finger freedom or the 
guard finger shakes. 

Another possibility is that 


someone has been oiling the fork 
slot or roller jewel. These should 
never be oiled. These should be 
left absolutely dry. When oil is 
placed at these spots, it acts as 
a binder and as an adhesive 
rather than as a lubricant. Lub- 
rication is not needed here. Try 
taking the balance and bridge 
out. Lay the balance bridge on 
its back so that the roller jewel 
sticks upwards. Take out the 
fork and, grasping the balance, 





THAT COUNTS 
ans tee 
UNBREAKABLE 


ALLOY 
WHITE 


MAINSPRINGS 


have been tested for 10,000* windings 


without breaking or showing 


fatigue 


*over 28 years in a watch used daily 





Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 
than 30,000,000 watches. Look 
for these NIVAFLEX features. 


UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 
including acid and salt water. Absolutely 
rustproof. 


ANTI-MAGNETIC — 
NIVAFLEX is not affected by thunderstorms 


or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


the barrel. No winder is 





needed. Simply place the re- 


POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 


system $46.95 


Unit NV-l. Same as above only in card- 
board box. Includes indexes . $35.99 


Unit NV-li. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6 00 


Unit NV-IIl. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $11.95 














HR NIVAFLEX mainsprings 
can be inserted directly into 
ee 


taining ring against the bar- 


i "u 


rel and push spring out. 


Sold only thru material supply houses. 


Write us or your material supply house for circular 


HAMMEL, RIGLANDER & CO., 





Box 100, Madison Square Sta 





New York 10,N. Y. 


try fitting the fork slot onto the 
roller jewel and observe whether 
it binds or not. Observe also 
whether your fork slot might be 
bent inward, crimping the roller 
jewel. 





BOOK REVIEW 


Complicated Watches and 
Their Repair 
By Donald de Carle 


Donald de Carle is probably 
the most prolific horological 
author today writing on the 
practical side of horology. His 
six books and one now in prepa- 
ration attest to his success in 
this field. To the subject of com- 
plicated watches, he brings a 
wealth of experience as a well 
known horologist. Mr. de Carle 
ha: an easy style of writing 
which makes his text easy to 
understand. He has had the as- 
sistance of Mr. Ayres, the well 
known horological artist-drafts- 
man, who has illustrated his 
book with over 215 figures. Mr. 
de Carle lists as complicated 
watches those which include any 
additional device other than the 
simplest means of keeping time. 
The book covers the assembly, 
principle and repair of auto- 
matic watches, calendar watch- 
es, watches with moon-phase, 
chronograph watches and re- 
peater watches, alarm watches, 
clock-watches (those that strike 
automatically without any ma- 
nipulative release) and indepen- 
dent jumping-seconds watches. 
These are all covered in this 
volume. 

There are other books written 
on the special feature watches, 
such as Complicated Watches by 
Seibel and Hagans, which is a 
compilation of material pub- 
lished in various trade papers or 
company manuals. The three 
volumes of Humbert on the au- 
tomatic, calendar and chrono- 
graph are good treatises on 
these types, and Gazeley’s book 
on watch - and -clock repairing 
contains chapters on the repair 
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of complicated watches. But this 
new book by de Carle is actually 
the first manual of its type. It 
takes the reader through the 
elementary steps of taking apart 
and putting together again the 
various types of complicated 
watches. These steps are illus- 
trated by the isometric type of 
line drawings of the most com- 
plicated type of repeater watch- 
es, calendars and chronographs. 
With these drawings as a guide, 
it should be a simple matter for 
any attentive reader to under- 
take the repair of watches which 
he would under normal circum- 
stances shy away from. 

The section on automatic 
watches covers the whole range 
of self-winding principles with 
assembly instructions as well as 
oiling procedures. This impor- 
tant section alone covers 75 
pages. The section on calendars 
and chronographs covers the re- 
pair jobs most frequently met by 
the watchmaker. 

The latter part of the book 
describes the maintenance and 
repairing of repeating watches. 
Other, smaller sections cover the 
principles and repairs of navi- 
gational, 24-hour dials, up-and- 
down indicators (reserve pow- 
er indicators), complicated dia] 
reading, slide-rule computing- 
dial types and the newer type 
of independent jumping-seconds 
watches. 

The book is printed on good 
paper with supplementary pages 





WATCH REPAIR 


Dependable * Fast * Economical 


Over ao Quarter-Century 
of Service 
7 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
* 


All Work Watchmoaster-Tested 
. 


Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 
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devoted to the advertising mate- 
rial customarily found in Euro- 
pean books. A very attractive 
color jacket shows a cut-away 
view of a complicated wrist cal- 
endar of the Patek - Phillipe 
type. The book measures 814 x 
514 inches, hard cover, 175 
pages of text and index, nine in- 
troductory pages. Published by 
the N.A.G. Press Ltd. of London, 
it is available here through B. 
Jadow Inc. and Henry Paulson 
Co. It sells for $9.50. 
Henry B. Fried 





L & R Manufacturing Com- 
pany, 577 Elm Street, Arlington, 
_N. J., has announced the avail- 
| ability of their Automatic Watch 
Cleaning Machine on reasonable 

credit terms. The L & R Auto. 
_ matic may now be purchased for 
_ $37.75 per month for 10 months. 

If bought for cash, it costs $359.- 

50. 

After the starter button is 
| pressed, the machine automati- 
cally cleans the watch parts and 
leaves them ready for assembly. 
The machine compensates for 
voltage conditions. Impregnation 
of the base castings under pres- 
sure eliminates oil leakage 
_ through the reservoir. Its clean- 
'ing cycle may be adjusted to 3, 
4, or 5 minutes, depending on 
the watchmaker’s requirement. 

Ask your watch-materials dis- 
tributor for a free demonstra- 
tion. Or write to the company 
for further information. 








Swiss Stem System 


144 


popular and late model wrist watches 
will take care of over 95% of watches 


you 
cabi 


the Newall! basic stock number. An as- 
sortment number is not necessary when 
reordering. System is never obsolete. 
Complete interchangeable model and 
measurement information is listed in 


your 


Insist on Newall-ized System $1000 and 
obtain the finest Swiss stem system on 
the market. 


At your Newall Jobber. 


PDA AMAIA AO, 


Latest 
and Best 














EWALL-IZED 


different genuine Swiss stems for 


repair. In handsome steel stack-up 


net. Bottles are numbered with 


Newall Fingerprint catalog. 




















ACON WATCH CROWN CO. 
50 Eldridge $?., Pr ae 2-1, a Pa, ed 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers. & Jobbers 











Dept. 


Students may enroll at any time of the year 


WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Cc Peoria, Ill. 














APPARATUS 


Mido Watch Factory = 


JULES BOREL & CO. 


1015 Walnut St. 





TESTING 


$39.50 


Manufactured by 


Kansas City, Mo | 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED" —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions court as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

®@ No Agency Commission. 


In answering Box Numbers address envelope “Box —- 


® Advertising matter addressed to clasei- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of 
month preceding date of issue. 

® A box number when used in ad counts 
as five wera that is, “Address #13, 
care of J C 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





SRSA ARERR CHG NOSE Ne LLC TT 
Situations Wanted 








DIAMOND Expert wants to connect with 
reputable firm as buyer and/or seller: 











excellent background. Address ‘3034,’ 
eare of JC-K 

SUPERLATIVE chain store manager: 
middle age; New York state, New Jer- 
sey or Eastern Pennsvivania. Address 
“S., 2983,” care of JIC- 

f ou TSTANDING salesmen: jewelry 
boxes ; every area 500 miles of N. Y. C. 


Address “S., 


Draw vs commission. 
2984,” care of JC-K 


SALESMAN: thoroughly experienc ed: re- 
tail; expert jewelry and watch repair: 
seeks position in better erade store. 
Address "3053," care of JC- K. 








DI AMOND salesman is looking for posi- 
tion with first class loose goods house; 
years of experience and knowledge of 
diamonds. Address ‘3035, ’care of JC-K. 

WATCHMAKER, 40, finest references; 
‘tocate any place there is plenty work: 
percentage preferred with $100.00 week 
guarantee; 20 vears’ experience. Ad- 
dréss “‘T., 2992.” care of JC-K. 

THREE weeks Seams Poland : 
jewelry repair: 





watches and 
man age 38, single, 15 








vears’ experience: any location: speaks 
only Polish. Address “310.” care of 
JC-K. 

W ATCHMAKER “‘@udemind clock and 


graduate ; 
best of references ; 20 
Address “D., 2818,” 


jewelry repairman: B.T:S. 
neat appearance ; 
vears’ exnerience. 
care of JC-K 


FREE lance hand engraving trophies, 
plaques, emblems, inscriptions flatware: 
Alfred Miller formerly with Gorham’s 
New York City district: write 60 Bay 
View Terrace ; New burgh, New York. 








PACKAGING representative available ; 
jewelry gift boxes exclusively; every 


type; volume business guaranteed New 
York to St. Louis; liberal draw: refer- 
ence. Address “M., 3014,” care of JC-K. 








WATCHMAKER—yecung, over 9 years’ 
retail stores; New York, suburbs, or 
Long Island; take charge and sales 





ability ; good. references. Address “S., 
2998," care of JC-K. 
DIAMOND > expert; assorter and ap- 


praiser in all sizes seeks position with 
well established house preferably New 
oe City. Address “314,” care of 
JC-K. 


— ———$ 





_ —— 


DIAMOND puneb: and assorter experi- 
enced in picking diamonds for rings and 





filling special orders excellent back- 
ground and references. Address, “F., 
3058” care of JC-K. 

SALESMAN line 
for souther states; call on top jewel- 
ers; prefer either a _ solid gold line 


or sterling holloware. Address Box #R., 


2802, care of JC-K. 





manager, watch department ; 
knowledge buying; merchan- 
desires connection 





fe SAP, ABLE 
thorough 
dising: promotions; 
with leading store: excellent refer- 
ences ; results assured; South preferred. 
Address ‘‘A., 3010,” care of JC-K 





( ‘OMPETENT watc benaker. 25 years’ ex- 
perience with leading jewele ars; desires 
permanent position Southern _ store; 
congenial: fine habits: excellent refer- 
ences. Address “M., 3011,” care of 
JC-K. 


EXCLUSIVE 





representation available 
compact diamond delivery line; key 
cities by train; New York, New En- 
gland, New Jersey, Pennsylvania; lib- 
eral draw. Address “S., 2971,” care of 
‘-K. 


DIPLOMATICALLY 
man: intensified 
watches: seeks 
miles of Manhattan: 
ability; peak sales guaranteed. 
dress “3046,” care Je -K. 


counter- 
experience diamonds, 
position within 150 
short notice avail- 
Ad- 


forceful 


REPRESENTATIVE desires connection 
with known diamond concern; twenty 
years same territory south and south- 
west including Texas, Louisiana calling 
— stores. Address ‘318,’ care of 
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MANAGER—20_ 


DIAMOND, assorter and appraiser ; 
perienced in mounting rings, fill orders: 
number of years with large ring manu- 


ex- 


New York City 
“Pp. 315,” care of 


references ; 
Address 


facturer ; 
preferred. 
JC-K 








years’ retail experience ; 
store managing; selling: 
credit; promotions; advertising and 
display; prefer Northern New Jersey 
area ; presently employed. Address “K., 
3001,” care of JC-K. 


all phases 





BOOKKEEPER, female, full charge thor- 


oughly experienced correspondence, dia- 
mond and jewelry, competent, conscien- 








tious, personable; excellent references ; 
New York City. Address “A., 2975," 
care of JC-K. 

WATCHMAKER- SALESMAN ; , clock and 


repairs; 10 years’ experi- 
permanent position or 
purchase partnership or outright es- 
tablished jewelry store; $10,000 avail- 
able. Addre Ss “Box 312, ’ care of JC- K. 


light jewelry 
ence; seeking 








MANAG ER: 51; heavy experience ; ag- 
gressive ; broad minded; g will cre- 
ator; fully appreciative voluminous 
credits; collections; diamond promo- 
tions; displays; advertising ; aie, 
Address “S., 3015, ” care of JC- 


NATIONAL salesmanager acopaeniliiy 
thoroughly experienced and _ well 
known in the jewelry field; also 
would consider top territory; age 
late thirties; relocate anywhere; Ad- 
dress, “M., 2976,” care of JC-K. 











ATTRAC TIVE woman with 15 years’ ex- 
perience in jewelry store; capable of 
managing and buying both gold and 
costume jewelry; many years’ experi- 
ence in selling flat silver best of refer- 
ences. Address “B., 003," care of 
JC-K. hii RT 

FORMER manufacturer seeks position 

with wholesale or manufacturing firm 

owner’s right-hand man or plant 
manager; 25 years of thorough experi- 
ence in manufacturing, costs, sales, 
ete.: age 45; will relocate. Address 
7... 2997,"" care of JC-K. 

LOS LOS ANGEL ES: Salesman, buyer, mer- 
chandiser, manager r: diamonds, watches, 
silverware, jewelry ; 


hard worker; ex- 
ceptional qualifications ; 


as 


brilliant record 


as sales producer with high- type re- 
tailers and top papareeet stores. Tele- 
phone: DUnkirk 7-2865 

JEWELER and watchmaker, 32 years 
old; all repairs; stone and diamond 
setting ; special order work; engraving ; 
experienced salesman ; German, French, 
Italian language ; best references :; 
available the first of June. Address 
“H. 3061,"" care of JC -K. 

ENERGETIC young man; production 
control; expediting background ; manu- 
facture diamond mountings : good 
speech; personality; personnel super- 
vision; desires stimulating change; Op- 
portune position. Address “3050,” care 
of JC-K. 

EXECUTIVE aggressive salesman, well 
known in the jewelry field for many 


following New En- 
New Jersey, 
reputa- 
ra .. 


years; extensive 
gland, New York State, 
Pennsylvania; desires change 
ble top-notch concern. Address 
2990,” care of JC-K. 


desires permanent posi- 
established first class 
best in service; 30 
as repairman and 


WATCHMAKER 
tion with well 
store requiring the 
vears proven ability 


manager of repair department; finest 
references ; interview if possible. Ad- 
dress “H, 2 ’* care of JC-K. 





MAN thoroughly qualified ; complete 
knowledge all phases watch import- 
ing; close association domestic for- 
eign sources; styling; merchandis- 
ing; seeks connection importers re- 
tail chain. Address, “V., 2999,” 
care are JC- K. 


WATCH merchandises; stylist experi- 
enced in all phases in prestige 
watch industry selling; high man- 
agerial qualifications; presently em- 


ployed; seeks executive position 
with better opportunities to use mul- 
tiple skills, creativeness. Address 


“317.” care of JC-K. 
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EXECUTIVE, merchandiser in fine 
diamond and gold jewelry; watches 
and gift items; extensive trips to 
Europe and personal contact with 
manufacturers will be great assist; 
I am also top salesman; retail and 
wholesale; A-l references; available 
October 1. Address, “F., 3004,°’ 
care of JC-K. 


DO you want to increase your volume? 
Expert in sales, advertising, promo- 
tions, buying, collections, etc., will 
be available shortly; presently em- 
ployed as general manager and su- 
pervisor of small chain; if I can’t 
increase your business, I’m not your 
man; if I can, my salary is $15,000 
plus a bonus arrangement; lets talk 
it over! Address JC-K “3057.” 

WATCHMAKER, 36 married : 16 years’ 
experience including all types fine 
watches, minute repeaters, and estimat- 
ing repair work; have managed shops; 
excellent watchmaker, close regulation 
and position adjusting; executive ap- 
perance, excellent customer contact 
man; northeast or north central states, 
consider all offers; $125 per week plus 
bonus arrangement. Address, = 
2925" care of JC-K. 








DO you neod an aggressive, intelli 
gent, hard working executive in 
your organization? I am the man 
for you; 10 years’ experience with 
leading diamond importer, cutter 
and wholesaler; familiar with all 
phases of wholesale diamond and 
ring manufacturing industries; pres- 
ently performing such tasks as 
buying; merchandising and selling 
of diamonds and diamond rings. 
Address, “F., 3005,” care of JC-K 











Lines Wanted 





TRAVELING salesman, 38, 17 
perience, diamonds, watches, jewelry: 
looking for good line or lines Rocky 
mountain and or southwest: need draw. 
Address “N.., 2973," care of JC-K. 


years’ ex- 


SALESMAN selling over twenty years to 
retail jewelers in Chicago and one hun- 
dred mile area desires a jewelry line: 
have alarm equipped car. Address 
“3033.” care of JC- K. 

SALESMAN ; calling on 

houses, jewelry chains 

(hicago, and New York, 

Baltimore, Washington with a_ gold 

filled line; has opening for side line. 

Address 3048 care of JC-K. 





jobbers, catalog 
from Boston to 
Philadelphia, 


Be STON resident salesman with follow- 
ing and fine reputation in this area 
among retail jewelers and other outlets 
wants established manufacturers’ line 
with steady repeat business: will show 
your line intelligently and effectively; 


voung: married: aggressive with excel- 
lent past record. Address ‘“M., 3020,” 
care of JC-K. 


T O reputaie manufacturers of fine 
jewelry through the association of 
jewelry salesmen whose membership 
is comprised of highly qualified and 
experienced salesmen, your needs 
for proper and complete representa- 
tion can be ably and successfully fill- 
ed by men of excellent reputation 
and highest integrity; these men 
have proven sales ability and excel- 
lent relationship with the trade, 
wholesale and retail, local and out 
of town: your inquiries are invited 
and will be held in the strictest con- 
fidence; state the nature of vour line 
and available territories: address all 
inquiries to Jewelry Salesmens’ As- 
sociation. Adelphi Hotel, 74 Fifth 
Avenue, N. Y. C. 





FOR JUNE, 1957 




















Side Lines 





SALESMAN: side line; gold wedding 
rings; New York and local, also one 
for west, commission only. Address 
“3047,” care of JC-K. 


SALESMAN 14K jewelry to department 


chain and large retailers outside 
N. Y. C. State experience and refer- 
ences. Address ag ” care of JC -K. 


2979, 





Ww E ST coast representative wanted to call 
on retail stores with fine gents diamond 
mountings and ladies fancy rings; Sam- 
uel Abramson, 1l John es, aes eB : 








SAL ESMEN wanted to sell hand painted 
sterling enameled jewelry, barrettes, 
bracelets, etc. 20% commission; F. A. 
Hermann Co., 20 Belmont Place, Mel- 
rose Highlands 7a. Massachusetts. 





SHORT line of low priced promotional 
diamond lock sets and pear! rings; for 
retail jewelers in midwestern and 
southern states: commission. Address 
*308,”"" care of JC-K. 

MIDWEST, ‘Texas, Southern territories 
open for experienced men to carry fine 
14K jewelry line: many established ac- 
counts. Address “C., 3026," care of 
JC-K. 


POPULAR priced line of 14 karat lock 
sets: few salesmen calling on whole- 
salers and chain stores in midwestern ; 
eastern and southern territories; com- 
mission basis. Address “307," care of 








ma sealtiahieiians of 








SALESMAN wanted wy 
14K, ladies’ pearl rings, gents’ stone 
line of charms, discs, calen- 
ladies’ and gents’ stone 
address ‘“316,"" care of 


rings, new 
dars, also 
mountings : 
JC-K. 


on the retail stores 
with our line; stone rings, diamond 
dinner rings, cuff links, tie bars, 
crosses ; on commission with established 
ade Address “C., 2 " ecare o 





SALESMEN calling 


EXPERIENCED salesmen wanted for 
Apex Quadra-Flex watch expansion 
band line: many territories available: 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 

salesman for 

display 


E xP ERIENC ‘ED @aptes 
sideline of velvets and jewelry 


fabrics, mirrored disnlays and seasonal 
plaques: compact line, choice _terri- 
tories. Color Brite Fabrics, 29 E. Court 
Street, Cincinnati, Ohio. 

SALESMEN with established territory 
callings on quality jewelers for known 
manufacturer of 14Kt. gold watch at- 
tachments and bracelets; commission ; 
state experience. territory and eafer- 


ences. 3055.”" care of Ic. K. 
EXPERIENCED paliemees to cover 
Chicago and suburbs with a com- 
plete line of platinum and 14kt. 
diamond watch cases, rings, pins, 
attachments and bracelets. Address, 


“F,, 2974” care of JC-K 


SALESMAN to represent outstanding line 
of ladies’ white gold. and platinum 
watch cases, and attachments for dia- 


Address “S., 





monds in west, southwest territory: line 
highly saleable, popularly priced; com- 
mission basis; Ad- 


jobbers don't reply. 
*-K. 


dress ‘313,’ care of 


———=» 


MUSIC ‘hone sanntianl- Bidees me- 
chanical birds; articles for finest 
shops only; salesman who has a 
present line of expensive clocks 
would do best: all territories open. 
Sponholz, 770 Madison Avenue, 
New York 21, N. Y. 


MIDWEST traveling usheouen wanted by 
manufacturer to carry as side line one 
of the best ladies gold ring mounting 
lines to iobbers and wholesalers: draw- 








ing against commissions: want addi- 
tional salesman for New York metro- 
politan area. Address “R., 2965,"" care 
of IC-RK. 

















SALESMEN for fine watch line, retails 
from $71.50 calling on quality jew- 
eler; protected territories available ; 
draw against commission; only 
those with excellent references need 
apply; complete information first 
letter. Address, “F., 2680” care of 


JICK aks oe nate 


SALESMEN : a leading manufacturer of 
watch bands is offering a limited num- 
ber of men the opportunity to increase 
their incomes by carrying our national- 


ly advertised line; at present we have 
30 key men in 30 territories; we are 
looking for men to cover the smaller 
towns in these areas: liberal commis- 
sions: list counties of states you now 
cover plus full background. Address 
“S.. 2969,” care of JC-K. 


Help Wanted 








A-1 watchmakers; per- 


WANTED, two . 
Address “T., 1460," 


centage basis only. 
care of JC-K. 


WANTED: A-1 jeweler who 
and set stones. Address “V.., 
of JC-K. 


WATCHMAKER; permanent position in 
University town, fine future, state age, 
and Salary expected. Ad- 





can repair 
1461,” care 











experience, 
dress “H., 2966," eare of JC-K. 
SALESMAN, ‘wanted to carry a high 


class line of gold bracelets in 14K: all 
hand made: no castings. Address W.. 
2985,” care ‘of IC-K 








ENGRAV ER wanted to take over estab- 
lished engraving business; investment 
required ; Illinois; Address “3049,” care 
of JC-K. 





EXPERIENCED jewelry repairer for 
steady employment in air-conditioned 
retail jewelry store in ~_.< ec 
Address “G., 2821,” care or JC- 


PERMANENT position open for top 
salesman with executive ability; 
Arthur’s, 460 E Street, San Berna- 
dino, California. 


SALESMAN with established territory for 
the leading and most complete line of 
popular-priced stone rings; drawing ac- 
count against liberal commissions. Ad- 
dress “H., 2994,” care of JC-K. 











SAL ESMAN for southwest, sell nationally 
advertised sterling flatware and hollo- 
ware to better jewelers and department 
stores: Frank Smith Silver Company, 
Gardner, Mass. 





SALESMEN wanted by manufacturer of 
engine truned discs; commission basis; 


mid West, southwest, Pacific coast ter- 
ritories open; resident. Address “E., 
2964,” care of JC-K. 














SAL ESMAN to represent a manufacturing 


jeweler with a non-conflicting line: 
strictly commission basis; mention 
states you cover and experience. Ad- 


dress “S., 3023,” care of JC-K. 











SALESMAN: unusual opportunity with a 
New York casting house, color stones, 
pearl, ladies’ and gents’ rings; any- 
where but Fast. Address “M., 3054,’ 
care of JC-K 

MANAGER, retail credit jewelry store; 
25 miles east of Pittsburgh, must be 
experienced in all phases; excellent 
working conditions: $5500.90-$6500.00 : 
full information and references first 
letter. Address “G., 3000,’ care of JC- K. 








WANTED manager for credit retail jew- 
elry store in Indiana; large city, store 
doing good volume needs trained man 
with managerial and executive ability : 
permanent position with many benefits. 
Address “H., 2982,” care of JC-K. 





WATCHMAKER: Fine North Florida 
firm wishes to have associated with 
them a skilled craftsman thoroughly 
familiar with the better watches; good 
salary; pleasant working conditions. 
Address “M., 3018,” care of 


(Continued on page 156) 
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SALESMAN with self esteem; experi- 
enced men wanted by progressive manu- 
facturer of fine quality top gold jewelry 
lines; a number of profitable territories 
open; all data kept in full confidence. 
Address “D., 3021,” care of JC-K. 


SALESMAN; permanent position for 
credit salesman with high earning po- 
tential; must be top man; state age, 
experience and salary expected. Clover 
Credit Jewelers, 423 Fremont Street, 
Las Vegas, Nevada. 








SALESMEN mer. for retail credit jewelry 
store in Vermont, must also know 
window trimming; send photo and com- 
plete resume for past 10 years; salary 
and commission, and a very good fu- 
ture. Address “‘M., 2912,”" care of JC-K. 





IMMEDIATE employment for the follow- 
ing to work in trade shop; one diamond 
setter, one polisher, two jewelers; state 
experience, salary expected, and when 
ee Address “S., 3052,” care of 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,’’ care 
of JC-K. 


COMBINATION jeweler and diamond 
setter for trade shop. Permanent 
position; good pay. Surface Jewel- 
ry Mfg. Co., 908 University Bldg., 
120 East Washington St., Syracuse, 
New York. 








SALESMAN wanted by established manu- 
facturer of fine gold, sterling and gold 
filled charms, bracelets, earrings, 
brooches, tie clips, cuff links, etc.; 
write full particulars; all information 
Chicago area. Address “S., 3043,” care 
care of JC-K. 

SALESMAN wanted: well established 
large manufacturer of a popular priced 
line of silver plated hollowware is look- 
ing for good representation for the West 
Coast territory; have well established 
accounts. Address “L., 2958,” care of 
JC-K. 


WATCHMAKERS: For more income 
learn diamond setting (home 
study); write for your copy “Jew- 
elers’ Profits Are In Diamonds”; 
Kansas City School of Watchmak- 
ing, 1220 Admiral, Kansas City 6, 
Missouri. 

SALES MEN—for well established manu- 
facturer of top quality plastic ring and 
watch boxes, to call on the jewelry 
trade; no objection to another non 
competitive line; also local Chicago 
man to call on all of the metropolitan 


Chicago area. Address “S., 3043,” care 
of JC-K. 














JEWELER with a knowledge of stone set- 
ting and also capable of operating a 
shop; wonderful opportunity and a 
great future for a man with ability: 
write in detail in first letter, married or 
single; experience; and where in the 
past employed; strictly confidential. 
Address “H., 3022,” care of JC-K. 





OFFICE manager, excellent opportu- 
nity with watch importer; experienc- 
ed; supervise production and office 
procedure; inventory control: cor- 
respondence; billing; full informa- 
tion and references first letter: re- 


plies confidential: 


2837” care of JC-K. 


Address, “F., 





SALESMEN — well known New York 
manufacturer of platinum - gold 
rings; watches and attachments; 
both mounted and unmounted; 
seeking experienced representatives ; 
territory open; all correspondence 
confidential. Address “M., 3017,” 
care of JC-K. 
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MIDWEST salesman wanted by well 
known manufacturer of diamond 
ring mountings and engraved wed- 
ding rings selling to wholesalers 
and chains; this is a long establish- 
ed line offering excellent opportu- 
nity to the right man. Address, “‘A., 
3041,” care of JC-K. 





SILVER engraver, with general hand let- 
tering engraving experience in jewelry 
and silverware; minimum experience, 
ten years; liberal employee benefits, 
permanent year round work; write or 
talk in person with the employment 
manager, Marshall Field and Company, 
111 North State Street, Chicago 90, Illi- 
nois. 





SALESMEN to call on retail jewelers 
in Washington, Oregon and Idaho 
with additional nonconflicting line; 
territory well established, our line 
of gold and gold filled jewelry 
known over fifty years; replies con- 
fidential. A & Z Chain Company, 
116 Chestnut Street, Providence, 
R. I. 








AN old established diamond and stone 
ring concern has Southern and 
Eastern territory open, not includ- 
ing New England; exceptional op- 
portunity for progressive salesmen; 
ean give valuable accounts; only 
those with equally good accounts 
would qualify. Address “U., 3019,” 
eare of JC-K. 





LIVE wire salesmen can make money 
with our line; nationally advertised 
and known as the best and most 
comprehensive line of scarab jewel- 
ry, dise jewelry, identification brace- 
lets and money clips; territory open. 
New England, Southwest, West 
Coast. Admark, 714 Sansom St.. 
Phila. 6, Pa. 

SUPERVISOR—For well established 
credit jewelry chain in Northwest 
area either an experienced super- 
visor or a top store manager; who 
is experienced in advertising. sales 
promotion; merchandising and re- 
tail creative selling; Top salary plus 
bonus and other inventives: Address 


“(., 3063” care of JC-K. 





LEADING manufacturing cf promotional 
sterling silver serving pieces and hol- 
lowware wants top notch salesmen for 
Pacific midwest Texas territories; only 
experienced men with following among 
jewelers and department stores: and 
living in territory apply; give full par- 
ticulars and references; excellent op- 
portunity. Address “A., 3037,’ care of 
JC-K., 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country; 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 





SUCCESSFUL retail jewelry chain in 
the outskirts of Chicago area has a 
permanent position open to manage 
a high volume credit jewelry store; 
top salary plus percentage of sales 
or profit; age 25 to 45; state previ- 
ous history, salary desired, and 
earnings for 1956; all replies con- 
fidential. Address, “R., 3038” care 
of JC-K. 











NATIONALLY known manufacturer of 
religious jewelry intensifying’ sales 
coverage wants aggressive, experienced 
men with retail clientele for the follow- 
ing states: South Atlantic, midwest, 
Rocky mountain, Pacific Coast; no ob- 
jection to non-conflicting line; 15% 
commission; give complete information 
regarding age, experience, and lines 
now carried. References required. Ad- 
dress “W., 2951,” care of JC-K. 


SALESMEN; nationally Known diamond 
ring house adding to our sales organ- 
ization; have open territories south, 
Central middle west, southwest, and 
New England; men with established 
retail jewelry store following need ap- 
ply ; $10,000.00 drawing account against 
commission; give detailed antecedents 
in first letter; our men know of this 
ad; all information kept in strict con- 
_o Address “R., 3042,” care of 








AGGRESSIVE salesmen wanted to 
handle nationally advertised, com- 
plete religious jewelry line, competi- 
tively priced; experienced man with 
retail following, giving complete 
coverage in any of the following ter- 
ritories; greater Chicago; greater 
Pittsburgh and West Virginia; West 
Coast, Michigan and Ohio, Texas; 
many active accounts; 122% com- 
mission; sideline permitted, Ad- 


dress, “L., 2920” care of JC-K. 


DIAMOND salesman; if you are will- 
ing to work and are a real sales- 
man, we need three men; the Sebel 
line is the greatest in America, and 
our dealer helps, combined with 
our strong financial background 
lend exceptional opportunity to the 
right men looking for security and 
permanence; write or call for inter- 
view. W. F. Sebel, W. F. Sebel 
Company, 315 W. 5th St., Los An- 


geles, California. 





WOULD you like to live and work in 
Tucson, Arizona? Are you a woman 
with a zest for selling? Have you good 
experience in merchandising sterling, 
china, crystal, and fine gifts? Are you 
between 25 and 45 years of age? We 
have been in business over 50 years and 
enjoy the top reputation in jewelry, 
gifts, and table service throughout the 
southwest; we’re growing; please send 
current photograph with reply. Grune- 
wald & Adams, 60 East Congress, Tuc- 
son, Arizona. 

ENERGETIC sales representative for na- 
tionally known religious lines; middle 
west states of Kansas, Missouri, Mich- 
igan, Indiana open also entire southern 
territory including Florida, Louisiana 
to Texas; highest commissions, many 
good accounts, staple quality line; pre- 
fer person carrying jewelry or non- 
competing religious line with following 
among retailers and department stores; 
give age, experience, lines carried and 
references. Address “K., 2980," care 
of JC-K. 


JEWELRY salesmen, retail following, 
compact money making line, sell pat- 
ented Vari-gem gold stone rings: only 
stone ring line where retailer himself 
can interchange and securely reset a 
variety of birthstones and onyx stones 
in 60 seconds; dynamic sales producing 
promotion program; excellent commis- 
sion: territories open; Illinois, New 
York State, Connecticut, New York City, 
New Jersey, Pennsylvania, Maryland, 
Washington, D. C., Virginia, West Vir- 
ginia, Texas and Louisiana; protected 
territories; supply references and expe- 
rience: confidential; David Pfeffer Co., 
Inec., 106 Fulton St., New York, N. Y. 


UNUSUAL opportunity for qualified 
individual to supervise and manage 
one of the largest chains of retail 
jewelry installment stores outside of 
state of New York; salary five fig- 
ures plus profit sharing program; 
opportunity to buy into corpora- 
tion; age 25 to 50; in your reply 
state previous experience; salary 
desired. and actual earnings for 
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1956; replies held in strict confi- 
dence; our officers have knowledge 
of this ad; one of the executives of 
our corporation will contact you 
by phone. Address, “R., 3039,” 
care of JC-K. 








SALES representatives wanted; major 
complete religious articles, rosaries, 
medals, sick call crucifixes, etc. line, 
seeks active representation in far 
west states, reside Los Angeles or 
San Francisco; Rocky Mountain 
states, reside Denver or Salt Lake 
City; south west, reside San An- 
tonio, Dallas, or Fort Worth; mid- 
west states reside Chicago; well es- 
tablished; many active loyal ae- 
counts continually reorder; terrific 
opportunity for volume increase; 
territories fully protected; seek only 
reliable and conscientious salesmen; 
no objection to non-conflicting side- 
line; give full details and refer- 
ences; Address, “G., 2970” care of 
JC-K. 


Semone mein ner mmm 
For Sale 


Stores, Stocks and Businesses 





HAND rollers, draw bench, metal cutter, 
drilling machines, tools for complete 
small manufacturing shop. Box 202, 
Shenorock, Westchester County N. Y. 


WATCHMAKERS; business established 
1875; excellent reputation: real buy; 
price $25,000 includes $12,500 stock: 
fixtures; safe. Carl Petersen, 2647 
Conn. Ave., Washington, D. C. 








SMALL jewelry store; only one in town; 
good lease; low rent; five room apart- 
ment included; modern fixtures; $2,000 
plus stock if wanted; excellent repair 
business. Box 237, Ogden, Iowa. 





JEWELRY store, Beverly Hills: high 
class corner location; wants partner; 
sole owner is experienced jeweler, de- 
signer. Tibor Designs, 272 N. Rodeo 
Drive, Beverly Hills, Calif. 





LONG ISLAND jewelry store, modern, 
good location, large amount of repairs, 
must sell because of illness: with or 
without stock; Mohawk 5-0660 or Ad- 
dress “F., 3025,” care of JC-K. 





NEWLY remodeled jewelry store, volume 
in excess of $250,000.00; good profit op- 
eration, in Ohio city of 40,000: terms 
to right party. Address “L., 3060.” care 
of JC-K. 





PRESTIGE jewelry store of growing 
South Central Texas community of 14,- 
000; fresh stock, best lines, lovely fix- 
tures ; excellent value for under $25.000. 
Address “3056,” care of JC-K 





ONLY jewelry store; new-modern; popu- 

lation 8,000; New Mexico; prosperous 
cotton growing; ranching, mining com- 
munity; owner deceased: priced to 
sell; address “3032,” care of JC-K. 





JEWELRY store and gift shop—firmly 
established ; featuring best china and 
sterling; excellent main street location 











in Berkshire County, Mass. Address 
“23045,"’ care of JC-K. 

TRADE shop, Los Angeles, completely 
equipped, low overhead, gross over 
$10,000 last year, all good accounts: 


price $2,500. Address “L., 2898,” care of 
JC-K., 








FLORIDA: due to death of husband will 
sell smail modern jewelry and repair 
business; perfect for watchmaker and 
wife; $6,000.00. Harters Jewelry, Box 
53, Groveland, Fla. 





UPTOWN New York gold and diamond 
wholesale jeweler offers completely 
equipped office for sale; very reason- 


able; excellent opportunity: or will 
rent office space. Address “Box 311,” 
care of JC-K. 








JEWELRY store established 15 years; 
good opportunity for watchmaker in 
southern New Hampshire; fixtures and 
stock reasonably priced for quick sale; 
other interests reason for selling. Ad- 
dress “H., 3012,” care of JC-K. 





CASH jewelry store doing $50,000.60; es- 
tablished 50 years must be sold because 
of owner’s death: A-1 location in Mas- 
sachusetts town of 50,000; all top lines; 
available without merchandise. Address 
“F., 2972,” care of JC-K. 


EXCELLENT buy for long well estab- 
lished hand and machine engraving 
shop; all other business information 
will be given by mail; short distance 
from New York City in Jersey area. 
Address “F., 2978,” care of JC-K. 








ESTABLISHED jewelry store and watch 
repair business over $15,000 inventory 
plus fixtures $11,500 cash; excellent op- 
portunity for man and wife; man 
should be watchmaker; Address: Jew- 
elry Store, 521 5th Ave. Lobby N. Y. C. 





ESTABLISHED jewelry store near 
Frisco; tangible property worth $10,000 
includes inventory; fixtures; equip- 
ment; watch materiais: remodeled; IIl- 
ness will sacrifice $5,000. Address 
3031," care of JC-K. 





JEWELRY store: high class neighbor- 
hood trade six blocks from White 
House; clean stock and fixtures; have 
excellent reputation for watch repair- 
ing ; $9,500 complete; ill health. 
Tobey’s, 2117 Pa. Ave., N.W., Washing- 
ton, D. C. 








MIAMI BEACH elegantly designed new 


jewelry shop Collins Avenue prominent 
hotel location; other interest forces dis- 
posal; ideal long term lease on percent- 
age basis; $20,000 w/out stock; princi- 
> eed Address “R., 3024,” care of 
JC- 





ON Waikiki Beach in the Surf Arcade; 
the center of a fast growing vacation 
paradise ; a small jewelry shop; $12,000 
includes inventory, fixtures, engraving 
and watchmaker’s equipment; Russ de 
Noyer; 2401 Kalakaua Ave., Honolulu 
15, Hawaii. 





ESTABLISHED jewelry and gift store 
located in thriving section of eastern 
Virginia: excellent opportunity for 
watchmaker; business, stock and fix- 
tures can be bought for $7,000.00; must 
sacrifice due to illness; contact Carrie 
Davis Jewelry, Onancock, Virginia. 





HAWAII, located Kailua near marine 
jet air station; population 35,000; 
only complete jewelry store here; 
same owner since 1948; gross 1956 
$33,000; more information write 
owner, R. Smira, Box 1094 Kailua, 
Oahue, Hawaii. 


CENTRAL Iowa fifty year bnsiness; 
present owner ten years; population 
thirteen thousand; four rated jew- 
elers; twelve thousand will handle; 
average ten year volume 35700 can 
be increased very little effort, good 
lease; retiring health; no brokers. 
Address, “T., 3030 care of JC-K. 


ESTABLISHED business; importing and 
wholesale watch, clock & jewelers sup- 
plies; up to date fixtures, cabinets in- 
cluding modern printing equipment; 
ideal for mail order business; long 
lease; excellent located building in the 
heart of the St. Lawrence Seaway area. 
Address “309,”’ care of JC-K. 











FOR sale; fine credit jewelry store; vol- 
ume 1956, $100,000; no promotions; ba- 
sic volume diamonds; watches; city of 
60,000; good lease; good rental; good 
location, western North Carolina; ex- 
cellent opportunity for aggressive chain 
operation; owner wants to retire. Ad- 
dress “K., 2967,”" care of JC-K. 





COMPLETE set jewelry store fixtures, 
custom made in 1947; also privilege to 
lease storeroom available to June 30. 
and inventory or accounts can be pur- 
chased, together, or aay owner 
retiring; located et oer Ohio ; 


ae Address care of 


ATTENTION watchmakers and jewelers; 
well established modern jewelry store 
for sale; best location in fast growing 
southern California town the home of 
Disney Land, climate best in VU. S. A., 
low overhead; owner wishes to retire; 








reasonably priced. Address “S., 3027,” 
eare of JC-K. 

SMALL modern jewelry store; 90 miles 
from Los Angeles; fast growing com- 
munity; climate and living ideal; no 
smog; $13,000 complete; or could re- 
duce inventory for quick sale; clean 
stock: Owner 214 E. Florida; Hemet, 
California ; Phone 10181. Address 
**3051,”" care of JC-K. 

JEWELRY store, Los Angeles, Califor- 


established twelve years and do- 
ing forty to fifty thousand annually ; 
full price $7500.00 includes safe, fix- 
tures and lease; inventory extra; Na- 


nia ; 


tional Realty, 7001 Melrose Avenue, 
Los Angeles, Telephone WEbster 3- 
5566. 











JEWELRY and gift shop established 10 
years, in a dry and warm southwestern 
payroll city of 30,000; number one lo 
cation on a flat rental with long lease 
that’s reasonable; annual gross business 
approximately $100,000; stock very 
clean; $60,000: will handle merchan- 
dise, fixtures, and accounts receivable. 
Address “F., 2977," care of JC-K. 


—— 








WANTED to come to California? Here’s 
an established business to take over, in 
Los Angeles 12 years; completely 
equipped shop for gold manufacturing 
from casting to finished product; thou- 
sands of molds for rings, cuff links, 
charms, industrial specials and the fin- 
est personalized initial setup on the 
West Coast: beautiful showroom and 
fixtures: excellent employees will stay: 
approximately $25,000. Address “H.., 
2995,” care of JC-K 











FOR personal reasons I have decided to 
dispose of my wholesale jewelry busi- 
ness: it was established in 1919 and 
has been conducted with modest suc- 
cess during the succeeding years; how- 
ever during the last four years while I 
have been partially retired it has shown 
a loss of about $75,000; a prospective 
purchaser would have available a net 
operating losg, carry over, of $75,000 
which makes it a very attractive buy; 


if interested address Thomas *o., 
Inc., 1417 4th Ave. Bldg., Seattle 1, 
Wash. 





LOCATION in heart of Montgomery, 
Alabama downtown section; store re- 
cently closed due to having another 
location in the city; will sell all 
floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 
Montgomery, Alabama. 








Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 


COMPLETE jewelry auction; for fast 
efficient service, call or write col. 
Ed Dean Jewelry Auctioneer, 81'/2 


Main St., Nashua, N. H. TU 3-3051. 
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CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407; reference, your bank. 


SAMUEL GANSBERG will buy your sur- 
pilus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, Telephone Rector 2-6565. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. White 54 Lispenard St., New 
York. Telephone Canal 6-5233. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


COLMES & BRILL auctioneers, sales 
specialists; 45 West 45th St., N.Y.C., 
over 35 years’ successful retail or 
auction sales for jewelers through- 
out the country; highest references; 
See our ad page 130. 

I'M SORRY; call M. & M. first and don’t 
be sorry; we pay top dollar for com- 
plete jewelry stores; quick action, no 
delay; M. & M. Distributors, Inc., 212 
South Campbell Ave., Springfield, Mo., 
Phone 4-7716. 

WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash: 
= wire or telephone Longacre 5- 


'CTION sales conducted in dignified 
manner; 20 years’ auction experience; 
We also conduct the new method AC- 
TION sales: NO PERMITS: or LI- 
CENSE necessary in conducting action 
sales; let us explain this new method 
action sale to you; vour reputation and 
merchandise always protected: infor- 
mation furnished on request: marty 
miles sales, inc.;: 910 n. e. 136th st., 
miami, fla. Phone plaza 12885. 


A MARTY MILES SALE guarantees 
quick action-cash profits; our service 
costs vou nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant supervi- 
sion of our executive staff: vou can af- 
ford the best: write. wire, nhone Martv 
Miles Sales Inc., 910 N.E. 136th Street, 
Miami, Florida; phone Plaza 1-2885. 

MR. Jeweler, how is business? have vou 
been thinking of a sale; going out of 
business, new location, expansion, over- 
stocked, anniversary, new management 
or some other kind; success means sale 
handled by same man that books sale. 
from start to finish: that’s me with 
years of experience ; I also supply mer- 
chandise on consignment to sweeten up 
your inventory during sale: best of 
references; best terms; I go anywhere, 
no sale too large or small. Harry I. 
Jacobs, 226 S. W. 5th Ave., Miami 36. 


i] 


Fla. 


PAWN SHOP; a money maker in sun- 
ny California; no smog 99 in the 
heart of Fresno, California where 
20,000 cars a day go by; the largest 
and finest in town, now doing a fine 
business; established 34 years, all 
new Walnut fixtures and safes, 34 
ft frontage, owner wants to retire. 
good lease, inventory, fixtures, and 
pledges $55,000 or can reduce stock, 
good interest on pledges; popula- 
tion 110,000; trade area 250,000; 
Federal Jewelry & Loan Co., 1010 
Broadway, Phone AD 73421. 
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DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales expen- 
ses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years along; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 93 for addi- 


tional details. 





JEWELRY-CHINA-OBJECTS D’ art 
auction service: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door: 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost iewelry 
auctioneer: Thomas J. Faussett, 
Howell, Michigan. 


Wanted to Purchase 





WANTED. small jewelry store, vicinity of 
Erie, Pa.: must be bargain for cash; 
vive full particniars. Address “G., 
2991,’ care of JC-K. 

STERLING silver flatware and name 
brand watches: highest prices paid; 
Reference “J.B.T.”’ and “Dun and Brad- 
street.”’” Address “P., 2894,’ care of 
JC-K. 


SOUVENIR spoons; American, foreign, 
with or without enamel: please state 
quantity and price: prompt replies: Ed- 
ward G. Wilson. Antiques, 1802 Chest- 
nut St., Phila., Pa. 


WE stand readv to buy surplus stocks of 
silverplated flatware; will buy old pat- 
terns along with current stock pat- 
terns: minimum quantity considered 
1.000 regular retail value; send quan- 
tities and askine price on your letter- 
head. Address “P., 3059.” care of JC-K. 


_— a _ —EEE ——— —E 


SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 





HIGHEST cash prices for diamonds, 
loose or mounted new stock, trade 
in’s out of pawn; watches, standard 
makes, new or trade in’s; flat sil- 
ver, active or inactive, Gorham, 
Towle, Reed & Barton, Wallace, In- 
ternational, other makes; any sur- 
plus stocks; old gold, gold filled, 
silver; Shipment held for approval; 
reference: Dun & Bradstreet, S. W. 
Hora, 1810 Netherwood Avenue, 
Memphis, Tenn. 























CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


CE ec ERI tae 
Watch Work, etc., for 


the Trade 





TOP quality work guaranteed; watches 
and french clocks, economically, five 
day service, Manna Bros., 101 W. 44th 
St.. New York 36, N. Y. 


LONG Island watchmakers will pick up 
and deliver: $2.75, special prices to im- 
porters on service guarantees; Pins «& 
Roskopfs. Howard Simon & Sons, Lake 
Ronkonkoma, N. Y. 


watch repairing: one vear 
guarantee: cleaning and overhauling ; 
mainspring $2.50. cleaning. overhan!- 
ing, balance staff $2.50. Precision Watch 
Repair Co., 817 6th Avenue., N. Y. ©. 1. 


EXPERT 


BOSTON, Mass.: exvert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 

FINE watch repairing for the trade: all 
work guaranteed for 1 year; 3 to 5 
days service: Watchmaster tested ; rea- 
sonable prices. A. . Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, Il. 

COMPLICATED watch specialists: 
watch repairing to the trade; five 
service: all watches timed, tested 
ruaranteed; 25 years’ experience. 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11 Iii. 


QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquirv solicited. Oscar 
a 62 West 47th St., New York, 

. we 


Special Order Work and 
Repairs for the Trade 





SPECIAL orders: diamond setting; one 
day service: sizing and minor repairs: 
Upper New York: New Eneland states; 
volume accounts only. Address “K., 
29996,”"’ care of JC-K 

ENCRUSTERS: school and fraternal em- 
blems encrusted stone and gold seal 
crests engraved nrecious, semi-precious 
stones. Harrv Braunfeld, 108 Fulton 
St.. New York 38, N. Y. 


BINOCULARS repaired, all makes and 
models; also telescopes, rifle scopes, 
opera glasses, barometers; authorized 
Bausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele-Optics, 5514 Lawrence, 
Chicago 30. 


To Let 


MATERIAL supply best location on West 
47th Street, New York the jewelry mar- 
ket of the world: businest exchange 
window on street level and three cases 
inside: opportunity for responsible ex- 
perienced man: reasonable rent for re- 
sponsible tenant. Kaplan, 52 West 47th 
St., JUdson 2-0350. 
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Another Boom Is Coming 


® This the heading for a revealing article in a recent 
issue of Sales Management. The item begins: 

“It can’t be pinpointed exactly, but we'll hazard a 
guesstimate and say that it should start to be tangibly 
evident in the fall of 1960. It will crescendo from that 
year on through the ensuing decade, perhaps even 
beyond. 

“Tt will be a different kind of boom than the one we 
have fattened on for the past 10 or 15 years. This new 
boom will be based on the ‘coming-of-age’ of our giant 
war and post-war baby crop. Between 1960 and 1970 
almost 33 million persons will celebrate their 18th 
birthday and step into the market as independent con- 
sumers and wage-earners. Then, at a rate of about 1.6 
million couples a year they'll get married and create 
family units—buying and spending and wanting as only 
young families can.” 

Makes pleasant reading, doesn’t it? A pretty picture 
for “the fall of 1960.” But, how many of the businesses 
in existence today will still be around three years from 
now to enjoy that happy anticipated climate of 1960? 
Or putting it another way, what about the meantime? 

How many businesses are in a position to coast 
through three years? How many businessmen are emo- 
tionally equipped to sit around and wait for a tide to 
come in, some 36 months hence? 

We have to live now if we are to be alive in 1960. 
And living in the retail business is a day to day, day in 
and day out job of being alert in those activities which 
have to do with selling and buying merchandise and 
the operation of the plant required to perform these 
things efficiently. 

With a well-heeled public currently playing “hard-to- 
get” and with operating costs unavoidably increasing, 
this is no time to be looking at distant hills of green. 
Now is the time to have our eyes on the ground under- 
foot, looking at the rich fertile soil turning over behind 
the plow before us. 

Now is the time to sweat. Now is the time for buying 
bravely and selling boldly. Now is the time for ruthless 
appraisal of every overhead item of expense. 

Now is the time for honest, intelligent work to avoid 
sweating it out till 1960. 

If you want to relax, keep it in mind, but just put it 
off for a couple of years. By then you should be better 
able to do it. You will have earned the right to enjoy a 
rare luxury; the witnessing of a second opportunity with- 
in one generation, to capitalize on that most pleasant 
phase of the economic cycle—a boom. 
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A JC-K Family Project 


© It took a bit of doing to produce the survey currently 
being presented in JC-K. 

It required three separate mailings to a list of some 
20,000. Then IBM cards had to be punched before com- 
pilation of answers could begin and the replies converted 
to tabular form. Approximately 2500 merchants re- 
sponded with questionnaires calling for 43 separate 
answers on each. This meant that 107,000 individual 
transfers of figures were required! All this represented 
the expenditure of considerable money. 


But, no presentable data had yet been produced. For, 
figures alone mean little. They must be interpreted be- 
fore they come to life as usable facts. And such analysis 
must be made by a staff with a seasoned knowledge of 
the field, a deep sense of integrity and a sympathetic 
understanding for the individuals to whom the analysis 
will be presented. 

Now even with the JC-K figures at hand, it was neces- 
sary to gather additional information from government 
and reliable trade sources for the purpose of weighing 
the survey data. 

Such figures were then added to the JC-K survey data. 
Then the editors went to work. Hours of conferences, 
days of individual and group analysis and months of 
intellectual drudgery were applied to this mass of ma- 
terial. Finally, that phase was cempleted. This over, the 
task became one of incisive interpretation of the collated 
figures. From there on it was sheer fun as the picture 
eventually took on a form which it was believed would 
be easily understood and profitably used by our sub- 
scribers. 

Pleasant as has been the subsequent trade acceptance, 
there was another and unanticipated reward for JC-K. 
That was our enlightenment on “The Jeweler 1957”—his 
current position and problems. 


On the basis of that insight we are planning future 
issues which we hope will justify the continued support 
of all you subscribers who made our current survey 


possible. 
That we believe is the most practical way to say 
“Thank you for your cooperation.” 


Editor and Publisher 
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we didn’t know we had a 
tornado by the tail... 


It looked good to us, looked great in consumer tests, but who could 
guess that the Syracuse Blues would take the country by storm! 
Now we’ve stepped up production in both patterns and, so help 

us, we’re filling orders on schedule. The demand is steady, 

the supply is ready and we’re continuing strong national 
advertising of Syracuse Blue. That’s what makes good 


business and good profits for you. 





Are you turning your back on 
45% of the silverware market? 
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15% 


m Homes without 
matched 
silverware - 


The fact is that almost half of today’s ‘‘established’’ families 
don't have a complete, matched service of flatware... 

let alone fine silverplate or sterling! (Uncovered by an 
independent research organization.) Some of these families 
were established during the depression. Others, during World 
War Il. They got by with makeshift tableware . . . deferring 
for more prosperous years, a service of fine silverware. 
Today, these families have arrived. Higher incomes, increased 
job stature allow them extra money to spend, over and above 
basic living costs. Yet 45% of these families have not acquired 
the matched silverware their present-day means justify. 


Why sit back while these families spend their extra dollars 





elsewhere? Here's how Oneida is helping you open up this 





lucrative “established-family” market: 


e A two-page advertisement in the June Ladies’ 

Home Journal, aimed at women who've been “making do” 
with unglamorous utensils over the years, will offer a “Second 
Honeymoon” Service for 8 in Heirloom* Sterling for only $216; 
or a “Happily Married” Service for 8 in Community” for only 
$75.50. Both services include a handsome chest. 
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e An “Established-Family”’ Promotion Kit is yours for the 
asking. Includes display cards, newspaper mat proofs, jumbo 
postcards, suggested “sales openers,” suggested letters, 
radio scripts, TV commercials . . . a complete program for 
going after this business! 


Get this exclusive promotion kit from your Community or 
Heirloom Sterling representative now. And tap a new source of 
silverware sales in your locality! 


HEIRLOOM STERLING + COMMUNITY, he finest silecrplate 


Created in the Design Studios of Oneida Ltd. Silversmiths 


* 
TRADEMARKS OF ONEIDA LTD.. ONEIDA. N. Y¥. ©1957. ON: 





